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Rough Proofs 


Wool by-products supply the base 
materials for the new line of cos- 
metics now being offered by Botany 
Mills. The question is, will Mary 
a little lanolin? 


nave 


, ww F 
New York City is arresting citi- 
zens Who dare to buy untaxed 
igarettes in Jersey. All Mayor 
LaGuardia needs to be another 


Peter Stuyvesant is a wooden leg. 


~ FF F 


The Grand Rapids Brewing Com- 
pany may no longer print poker 
hands on its labels. But perhaps 
the beer itself is good enough to 
assure plenty of full houses. 

v v v 

Have you an inferiority complex? 
Then you should be interested to 
learn from Pall Mall, you little 
shrimp, that king size cigarettes 
confer a sense of added distinct- 
ion 

+ = = 
Actually, the little man who 
s wants to enjoy that sense of added 
distinction is usually found to be 
puffing the biggest cigar the indus- 
try can offer. 
a. = eS 

New Mexico has decided to boost 
its 1940 tourist advertising 80 per 
cent, a program which won’t be 
objected to by anybody interested 
in promoting Old Mexico. 


vgf¥eFs yy 


The FCC has commented that it 
would like to see more local pro- 
grams in the evening hours. Is it 
possible they are beginning to tire 
of Mortimer Snerd? 

v 


a 


Only one-fourth of the people in- 
terviewed recently thought the New 


York Stock Exchange serves a use- 
‘ul purpose. The others have had 
too many calls for additional mar- 
gin 

> we 


Men don’t like pictures of women 
idvertising, Mark Wiseman re- 
He didn’t say whether the 
ision was based on a survey 
residents of the Old People’s 

v v v 
Cuban beer ad pictures a sec- 
enjoying a draft with her 
p on the typewriter table. 
nder so many people like to 
a few days in carefree 
v 


. 


‘ontest experts buy box tops in- 


boxes when they wish to 


for an advertising award. 
if the manufacturer doesn’t 
more business, he knows | 


’s giving the folks a lot of | rotogravure copy in 12 cities. 


lean fun. 
Yr, 
as radio listeners begin to |= 


the insistence of announcers 


ween celebrations, they’re 
forced to accept vocal de- 
ns of lilacs in the rain. 

v v v 


le r 


pick-up and rapid ac- 
nm. Well, boys, now’s the 
tep on it. 


Copy Cus. 


Public Responsive 
fo Price Cuts in 


Television Sets 


Eight-Week Test by 
RCA Indicates Market 
Is Available 


(Picture on Page 2) 


New York, Nov. 30.—Although 
no decision has been reached as to 
a general reduction in the price of 
television receiving sets, RCA 
Manufacturing Company has just 
completed an eight-week test cam- 
paign in three cities during which 
prices were drastically cut with the 
result that about 100 sets were sold. 

Test cities were Poughkeepsie, 
Newburgh and Middletown, all of 
which are located upstate on the 
fringe of the zone served by tele- 
vision programs now being trans- 
mitted from New York City. Local 
newspaper advertising supported 
the price cut test. 

Sets regularly priced at $600 
were offered at $395, $450 receivers 
were sold at $295, and similar re- 
ductions were made on cheaper 
models. The public responded par- 
ticularly well to $200 sets. 


Price Reduction Stressed 


Advertising support consisted of 
800-line insertions in one paper in 
each of the three cities, once a week 
during the duration of the test. 
Copy stressed price reductions, but 
no figures were given. Readers were 
invited to visit local dealers to view 
the merchandise and obtain the 
low price quotations. Lord & 
Thomas is the RCA agency. 

Although the company made no 
official comment on results of the 
test, others close to the field feel 
that the experiment indicates that 
television sets can be sold now in 
areas where program service is 
availabie, providing the public is 
offered what it considers a reason- 
able price. 

It is held to be significant that 
about 100 sets could be sold in eight 

(Continued on Page 27) 


100-Year Warranty 
Features Copy for 
Waterman Pen 


(Picture on Page 31) 


man Company expressed its belief 
in the advent of better times today 
when it disclosed plans for Christ- 
mas promotion of a new pen in the 
upper price class which will be 
guaranteed for a century. 
Appropriately titled, “The Hun- 
dred Year Pen.” the new writing 
implement, created by John Vassos, 


a new translucent material and said 


has always been noted | 


to be safe from breakage, shrinking 
or warping. 
The drive will start with color 
A 
|color spread is scheduled for The 
haat? Evening Post Dec. 9, with 


(Continued on Page 29) 


DIRECTORY OF FEATURES 
Ad-libbing 


| 
' 
| 
| 


| Basic Business Index 28 
| Coming Conventions 24 
| Earnings of Advertisers 21 
| Editorials 12 
Getting Personal 26 
| Information for Advertisers 12 
| Photographic Review 31 
| Promotion Review 22 


Rough Proofs | 
| Voice of the Advertiser 


Newark, Nov. 30.—L. E. Water- | 


KIDS 


| 
| 
| 


LAP IT UP 


2 


| 


In the hope that showmanship will here- 
after distract juvenile minds from the 


nuisance of feeding, Kemco Products 
Company has introduced a line of ‘Story 
Book Soups.” 


Sescud ‘Colored’ 
Coal Appears; This 
One Has a Red Hue 


Philadelphia, Nov. 30.—Already 
familiar with one brand of “colored 
coal,” the anthracite industry ac- 
quired another trademarked brand 
this week when Philadelphia and 
Reading Coa! Company began pro- 
motion of Red Coal in Eastern mar- 
| kets. 
the slogan, 
Reading.” 

Following the lead of Delaware, 
Lackawanna & Western Coal Com- 
pany, whose Blue Coal has been 
promoted extensively for several 
years, Philadelphia and Reading 
has devoted 11 years to research on 
applying color to coal. Unlike Blue 
Coal, which is colored with dye, 
Red Coal is painted. Each lump is 
colored red at the mine, thus effec- 
tively preventing substitution by 
dealers. 

Red Coal’s debut was inaugurated 
with a spot radio campaign in 11 
key markets in the East. An ex- 
|tensive business paper drive will 
begin shortly. Newspapers. are 
planned for next spring. In addi- 
|}tion to the new slogan, copy will 
feature the product as “the low ash 
anthracite.” McKee & Albright, 
\deemosananstesase is the agency. 


“When it’s red it’s 


| 


Washington, D. C., Dec. 1. 
issued a complaint against Charles 


dency to mislead buyers hecause it 


First newspaper copy is | 


—=t|the 


Highlighting the campaign is | 


in Oil Copy 


(Picture on Page 2) 

New York, Nov. 30.—A dramatic 
|example of good sportsmanship in 
|business came to light this week 
{when it was learned that Socony- 
Vacuum Oi] Company has agreed 
to appropriate about $10,000 worth 
of magazine advertising space in an 
attempt to rectify what the ice 
industry considers a wrong inflicted 


in two recent advertisements spon- | 


sored by the company. 

The insertions to which the ice 
field objected, through the National 
Association of Ice Industries, ap- 
peared in the Nov. 13 issue of Time 
and the Nov. 25 issue of Business 
Week. Both full-page layouts bore 


headline: “How Oil Helps a 
Lady Bring Her Kitchen Up to 
Date.” The dominant illustration 


|showed a housewife beaming with 
pride over her newly-acquired me- 
chanical refrigerator, while a pair 
of truckmen were trundling out the 
old ice box. 

“There goes the old ice box!” the 
copy read. “In its place—a beauti- 
ful, efficient refrigerator it’s 
amazing low cost made _ possible 
|'with the help of a microscopic film 
(Continued on Page 2) 


Initial Billings of 
$6,000,000 Claimed 
by New Network 


New York, Nov. 30.—Amidst 
numerous unconfirmed reports of 
wholesale shifts of programs from 
lestablished national networks to 
ithe new Transcontinental Broad- 
casting System, as well as uncon- 
firmed reports as to stations to be 
‘affiliated with the network, TBS 
|made one tangible move toward 
| realization of its plan to begin op- 
erations Jan. 1 by _ establishing 
j}headquarters here and _ revealing 
/outlets in eight key cities. 
| TBS has leased three floors 
the General Electric building at 
|570 Lexington avenue, and engi- 
ineers are now busy adapting the 
(Continued on Page 6) 


of 


ast Minute News Flashes 
is a streamlined affair made of \FTC Complaint Hits Phillips’ Creams 


The Federal Trade Commission today 


H. Phillips Chemical Company, New 


| York, alleging misleading representations in copy for Phillips Milk of 
Magnesia cleansing cream and texture cream. 
of magnesia” in the name of the products, the FTC charged, has a ten- 


Use of the phrase, “milk 


has no therapeutic value in treating 


the conditions for which the company recommends it. 


‘Erwin, Wasey Executives Resign; Plan New Agency 


New York, Dec. 1.- 


Maubert St. Georges and Stanley Keyes, Jr., 
12 have resigned as account executives of Erwin, Wasey & Co., They will} 


establish their own agency at 250 Park avenue and intend to specialize 
in dealer promotion activity on national products. 


Joseph Connolly Quits Top:Hearst Post 


New York, Dec. 1.—Joseph V. 


manager of Hearst Consolidated Publications. 
J. D. Gortatowski who has been assistant general manager. 


Connolly today resigned as general 
He will be succeeded by 
Mr. Connolly 


FTC Adviser Opposes Extension 
of Government Copy Regulation 


wey Fait Play Melts 
") |cemen’s Ire Over 
Slur 


Self-Imposed Curbs 
Called Hope of Higher 
| Copy Standard 


Washington, D. C., Nov. 30.—Ad- 
| vertising copy standards will con- 
| tinue to improve, but progress will 
|be the result of restraints self- 
| imposed by industry rather than by 
legal statute. This was the belief 
expressed today by Dr. K. E. Miller, 
medical adviser to the Federal Trade 
Commission, in an interview with 
ADVERTISING AGE. 

Asserting that drug and cosmetic 
advertisers have traveled a long way 
in the past decade toward their goal 
of truth in advertising, Dr. Miller 
said there is still much to be desired 
before the government can afford 
to relax its regulatory activities. 
However, he expressed opposition to 
any more governmental regulation 
than is necessary. 

He urged larger companies to take 
the lead in setting higher standards. 
“If they will make it their business 
to present only the truth and to 
eliminate misleading suggestions in 
their advertising, others will un- 
questionably follow.” 


Education Best Method 


Education of advertisers, rather 
than additional laws, is the best 
method of eliminating misleading 
advertising, he asserted. He cited 
the medical profession as an ex- 
ample of what can be done through 
self-imposed regulation. 

He pointed out that, while this 
profession has not yet reached per- 
fection, it has done a great deal to 
raise itself with “its own  boot- 
straps.” This was done, he com- 
mented, by pressure from within the 
profession, demanding, for example, 
the elimination of inferior medical 
schools. This pressure has also been 
responsible for setting the require- 
ments that prospective doctors must 
meet and for urging the various 
states to set up requirements for 
those desiring to practice. 

The same spirit, said Dr. Miller, 
can accomplish far-reaching reforms 
in the advertising field. Advertisers, 
he added, are learning that the pub- 

(Continued on Page 27) 


Less Love. More 
Home Hints, 
Networks Advised 


New Rochelle, N. Y., Nov. 30.— 
Six hundred Westchester County 
clubwomen, meeting here this week 
at a forum conducted by the New 
Rochelle Woman’s Club, voted 
unanimously to urge radio net- 
works to broadcast fewer love 
dramas and to. substitute more 
programs dealing with homemak- 
ing and child training. 

The vote followed 
by Mrs. Ida Bailey 
economist, that out of the 378 
|broadcasting hours carried each 
| week by the three national net- 
works, only 45 minutes are devoted 
to problems of the home. 

Mrs. Allen said that she had con- 
|ferred with radio leaders and pro- 
_gram sponsors and had been in- 
formed that “American women are 
not interested in hearing about 
homemaking.” The love dramas 
against which the women com- 


a declaration 
Allen, home 


will continue as head of King Features Syndicate but has relinquished | plained were termed an “insult to 
| his other responsibilities as head of the Hearst newspaper enterprises. 


intelligent women.” 
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ADVERTISING AGE 


December 4, 1939 


Popularity of Art 
Books Develops 
Record Ad Drive 


Extensive Wise Cam- 
paign Breaks in Maga- 
zines and Newspapers 


(Picture on Page 31) 

New York, Nov. 30.—The feeling 
prevalent among book publishers 
this season that America is ripe for 
a resurgence of art appreciation, 
expressed through = simultaneous 
publication of several elaborate 
volumes of art reproductions, has 
also resulted in one of the most 
extensive advertising efforts ever 
employed for books of this type. 

With a center spread in color in 
The American Weekly furnishing 
the opening shot in the campaign, 
William H. Wise & Co. will attempt 
to dispose of a record-breaking first 
edition of its “World Famous 
Paintings.” The initial press run is 
300,000 copies. The volume, whose 
publication follows that of Simon & 
Shuster’s handsome “Treasury of 


= ————————— 


Art Masterpieces” by about a 
month, sells for $2.95, compared to 
the latter’s $10 price tag. The 
“Treasury” was described in ApD- 
VERTISING AGE Oct. 23. Several 
other volumes of masterpieces, 
ancient and modern, have appeared 
on the market this fall. 


Coupon Is Featured 


Wise is relying principally on 
sales received directly from adver- 
tising. Only 50,000 copies have 
been reserved for bookstore distri- 
bution. A giant coupon, to be used 
for ordering, is prominent in the 
advertising layout. The book is 
sold on a seven-day free trial basis. 

The American Weekly spread will 
be followed by a similar insertion 
in This Week, Dec. 3. Smaller ad- 
vertisements will appear in papers 
in New York, Chicago, Philadel- 
phia, St. Louis and Boston. An 
additional schedule of about 30 
newspapers in other key areas is 
now under consideration. 

As with the Simon & Shuster 
volume, quality reproduction is 
claimed by Wise. The pictures, of 
which there are 100, average 91% 
by 7 inches in size and are fastened 
to the book only at the edges to 
permit easy removal for framing. 
A biography of each artist and 
commentaries accompany the re- 
productions. The text was edited 


by Rockwell Kent. According to 
the advertisement, the picture book 
sold originally in England for more 
than $10. The present bargain rate 
is said to result from the unusual 
size of the first edition. 

Walter E. Thwing is the agency. 


Marks & Neese 
New Jackson Agency 


Marks & Neese Advertising, Inc., 
has been formed in Jackson, Miss., 
succeeding Neese Advertising 
Agency. 

Gordon W. Marks is president and 
treasurer, and T. Lloyd Neese is 
secretary. Larston D. Farrar heads 
the copy staff and A. Kenneth Wat- 
kins the art department. 


Bennett Joins “News” 


Walter V. Bennett, formerly New 
York representative of Pathfinder, 
has joined the Philadelphia Daily 
News as national representative in 
New York. He was previously with 
Hearst Radio, Inc., New York, and 
was on the national sales staff of 
the New York Journal for 10 years. 


Poulton Has New Post 


Ralph W. Poulton, formerly asso- 
ciate editor of Breeder’s Gazette, 
Spencer, Ind., has joined Crow’s 
Hybrid Corn Company, Milford, 
Ill., as advertising and sales promo- 
tion manager. 


OOO OEE EO GEE EEE EEE REE 


FRESH PROOFS 


from Od Ktles 


SSUES of Popular Mechanics for 1939 
contain advertisements for thirty-four 
concerns that have used the magazine for 


thirty years or longer. 


Some of these advertisers are placing con- 
tracts now for their thirty-fifth consecutive year 
and five of them haven’t missed an insertion in 
four hundred issues of Popular Mechanics. 

Popular Mechanics, first issued in January 
1902, was a young magazine when these ad- 
vertisers “‘tried it out” in 1906. But they be- 
lieved it served a need and would develop a 
responsive market for goods that men buy or 


have a hand in buying. 


Experience has proved that the vision and 
judgment of these old timers were 
Readers change as years roll by, but types of 
readerships do not. Popular Mechanics is serv- 


POPULA ye 


200 E. Ontario Street, Chicago, Illinois « 


- 
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SSI IRE IRE IERE E ER OE IEOIE EBERIEBEIE EIERES, 


ing today—as it did nearly forty years ago— 
the intellectually alert, mechanically-minded 
men—in business, in the professions, in the 


skilled trades. Perhaps it is serving better be- 


cause newsstand sales and voluntary sub- 
scriptions have showed gratifying increases 
within the year. 


The year 1940 will be a good year to follow 
the example of the pioneers of ’06 and tell the 
story of your goods or services to the over half 
a million men who buy Popular Mechanics. 

As you make up your estimate you'll find 
that you can tell your story in pages for con- 


siderably less than a dollar and a half per 


right. 


New York « 


s) 


thousand readers. 


That’s an opportunity that didn’t exist 
thirty-five years ago. And yet Popular Me- 
chanics paid then—as it pays now. 


CHANICS 


I 


Detroit *« Columbus 


ee 4 


Fair Play Melts 
Icemen’s Ire Over 
Slur in Oil Copy 


(Continued from Page 1) 


of oil.” The remainder of the ad- 
vertisement dealt with the per- 
formance qualities of Socony-Va- 
cuum’s product. The insertion was 
one in a series showing applications 
of the company’s lubricants to 
different industrial fields. 

According to ice industry spokes- 
men the appearance of the adver- 
tisements brought in its wake an 
avalanche of protests. Consulta- 
tions were immediately held with 
Socony-Vacuum officials and, in the 
words of Mount Taylor, executive 
secretary of the National Associa- 
tion of Ice Industries, all evidence 
pointed to the fact that “the adver- 
tisement in question was a mistake 
of the mind and not one of the 
heart.” He added that Socony- 
Vacuum would have voluntarily 
made amends for the error without 
the pressure that has been brought 
to bear by the ice industry. 

The new copy which the oil com- 
pany has scheduled to counteract 
the objectionable advertisement will 
appear in Business Week, Dec. 16 
and in Time, Jan. 8. Each insertion 
will be a page in two colors, similar 
to the previous copy. It is under- 
stood that the new copy will make 
no reference to the previous mes- 
sage, but will emphasize the role 
of ice in the home. Donahue & Coe, 
|}agency for the ice industry, partici- 
pated in the preparation of the new 
copy. J. Stirling Getchell is the 
Socony-Vacuum agency. 

In a message to members of the 
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Socony-Vacuum Coneet fubucialin 


Helps American Industry Make Better Products é 


— 


THE ICEMEN TOOK EXCEPTION 


How Oil Helps a Lady Bring 
Her Kitchen Up to Date 


HERE GOES THE OLD ICEROX! In its place—-a beautiful, effi 
cient refrigerator ts amazing Jow cost made possible with 

the help of a microscopic film of oil, 
This oi! film permits strip stands in modern steel mills to turn 


out sheet metal at high speeds. It protects huge presses that cut 
and form this metal into modern refrigerators. 

Socony - 
tion” supply the right oil film,..aid in its correct application. 


Vacuum Engineering Service and “Correct Lubrica 


QA ANY UC — Standard Cu of Mew Voss Diviscar » White Ter Mivinen + Lebette Diwisne . Chicnge 
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This magazine advertisement was the spark that touched off a vehement protest 
by the ice industry which deemed itself harmed by the reference to old-fashioned 
ice boxes. 


ice group, Mr. Taylor urged that | 


 — 


vindictiveness be forgotten and the 
industry show that its sense of fair- 
ness matches the “admirable spirit 
of good sportsmanship” evinced by 
Socony-Vacuum. 


Kleinert Plans Drive 


The largest campaign in the his- 
tory of I. B. Kleinert Rubber Com- 
pany, New York, for Sava-Wave 
bathing caps will be started Jan. 
10 in newspaper rotogravure and 
black and white insertions in key 
Florida cities. Magazines will also 
be used. J. M. Korn Company, 
Philadelphia, is the agency. 


Lists College Papers 


National Advertising Service, Inc., 
New York, college publishers’ repre- 
sentative, has issued “College News- 
papers,” a 16-page record of 
colleges, campus newspapers, fre- 
quencies of publication and regis- 
trations. The list is available to 
agencies and national advertisers. 


Names Callahan Agency 


Johnson-March Corporation, New 
York, has appointed Harold Au- 
gustin Callahan, New York, to 
handle advertising of its treatments 
for concrete and coal. 


Opens Branch Office 

Dorland Advertising Agency, 
Atlantic City, which specializes in 
resort and hotel promotion, has 
opened an office in Franconia, 
N. H., under the direction of Paul 
J. O'Neill, Jr. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 
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ORN FLAKES. 


THESE FAMILIES BUY THE MOST 


Drop into a family's kitchen—look 
into the pantry and you'll get a pretty good idea about 
their value as prospects for what you want to sell them 

. whether it's corn flakes or coffee, a new car or a 
new covering for the living room floor. Because pantry 
habits reveal buying habits... and families with full 
pantries are families with active buying habits. 


Cold cereals and hot coffee are good examples. New 
York City’s high income families, comprising only 17% 
of all families and served by only 14% of all grocery 
stores, buy 22% of all packaged coffee sold here and 
28% of all branded cold cereals. A typical high in- 
come family buys 38% more coffee and 88% more 
cold cereal than a typical low income family.” 


High income families thus provide advertisers with an 
active volume market. And because they are sold 
through a more concentrated distribution, and hence 
are less costly to sell, they comprise the most profitable 
volume market available here. 


And tapping this profitable volume market for all it's 
worth is easy through The New York Times. Because 
The Times, with one of the largest newspaper circula- 
tions in America, concentrates advertising among the 
families whose concentration on buying means bigger 
sales and bigger profits. 


The New York Gimes 


“ALL THE NEWS THAT'S FIT TO PRINT" 


ADVERTISING OFFICES CHICAGO - DETROIT 
BOSTON : SAN FRANCISCO: LOS ANGELES 


** From recent studies by our Market Research Department 
available to interested executives upon request. 
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Research | Men, Not 


Government Hamper 


Copy, Says Sumner 


‘Formulae’ Held Brake 
on Creative Minds in 
Advertising Field 


Philadelphia, 
doorbell - ringing, 
tioning re 


Nov. 30. — The 
consumer - ques- 


earch experts who have 


invaded the ad- 
vertising field in 
the past decade 
were today held 
responsible for 
creating a trend 
toward formulae 
in advertising 
which has seri- 
ously hampered 


the creative 
minds in the 
profession. 

G. Lynn Sum- 
ner, president of 


Lynn Sumner 


the Advertising 
Club of New York and agency 
president, told the Poor Richard 


Club here this week that advertis- 
ing is definitely being ‘‘regimented,” 
not by the government, but by the 
research experts. 

Although crediting these experts 


a vel isda ie 
— 
o 


—S —— 


COLUMBIA 
BROADCASTING 
SYSTEM 
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with producing much that has been | 


of value to advertisers and agen- 
cies, Mr. Sumner said that too 
much advertising looks alike today, 
regardless of the publication, prod- 
uct or the agency producing it. 
“The regimentation is from in- 
side the advertising family itself,” 
he commented. “Due to advertis- 
ing research, most advertising has 
been cast 
are most productive. 
“Yet it is these 
which _ restrict 
originality.” 
He charged that the host of sur- 
vey workers ringing doorbells to 
learn the “seen most, read most and 
remembered most” advertisements 
| have stifled initiative and the in- 


same patterns 
imagination and 


|genuity of advertising people. He 
drew an imaginary picture of a 
|copy conference in a New York 


| agency at which the account execu- 
itive proposes a new and startling 
| idea for his client, ‘Go-Getter Gaso- 
| line.” 
The Survey Is the Bible 

Although the proposed campaign 
is unlike anything ever attempted 
in that field and although every 
member of the agency is excited 
about its possibilities, the research 
expert chides the enthusiasts by 
|stating that Formula B-X must be 
used, for it is ‘“‘seen most, read most 


and remembered most” when in 
final advertising form. 
“Thus,” said Mr. Sumner, ‘“be- 


cause the Gallup survey said that 
cartoons are most popular, almost 


oe 


od 
i 


A Shreveport 


into the patterns which | 


every copywriter must now edit his 
copy to fit a balloon in a comic strip 
technique advertisement.” 

Mr. Sumner termed the comic 
strip technique as “Boob McNutt” 
advertising even though he admitted 
the power it packs into its punches. 
He said that the success of Life, 
Look, Click and Pic magazines 
|added fuel to the pictorial recom- 
mendations of the 1931 Gallup sur- 
vey. 

“As a result we now have photos 
and captions in countless number. 
One or two per advertisement won’t 
|do, we must have four, five and 


/even more photos per layout. This, | 


| too, has patternized advertising. I 
admit the worth of this type of 
advertising layout and copy, but 
feel I must point a finger at the 
| too frequent similarity of such ad- 
vertising. 
Retail Copy Better 

“Better advertising and more 
persuasive copy than we have ever 
seen should be in the offing. Re- 
|search can be of great assistance 
but oh, how I yearn for advertising 
which will give readers a new sen- 
sation!” As examples of this new 
sensation type Mr. Sumner men- 
tioned the current campaigns of 
Shell Golden oil, Arrow shirts and 
De Beers Diamond Syndicate, Inc. 

While criticizing national maga- 
zine and newspaper advertising Mr. 
Sumner had several kind words for 
retail advertising. He said it has 
improved tremendously since he 
served on a Harvard Award jury 


=——=|N December 25, one thousand nine hundred and forty years 
|| ago, the twinkling of a star announced a great event. 


\| Today — with the speed of that same twinkle (186,000 miles 
==} per second) wide-awake, aggressive advertisers are using the 

powerful new 50,000 watt KWKH transmitter to carry their 
sales messages to more people living within 150 mile radius of Shreve- 
port than live in the entire state of Louisiana. 


WATTS 


Times Station 


SHREVEPORT, LA. 


—— 


some years ago. At that time there 
were many unusual and productive 
|national campaigns vying for 
/honors but a real dearth of ideas in 
|retail newspaper advertising. 
“Now,” claimed Mr. Sumner, “the 
position is reversed. Retail news- 
paper advertising romps all around 
|national advertising. Macy, for in- 
stance, may startle a reader any 
day in the week. No set pattern is 
| followed. Rather, Macy uses an 


idea that is best suited for adver- 
| tising a particular product for a 
particular job on that particular 
day.” He said the same is true of 
the efforts of the Wanamaker, Lord 
and Taylor and other department 
stores. 


Kenneth Gifford Joins 
Schick Dry Shaver 


Kenneth C. Gifford, who resigned 
last week as general sales manager 
\of Toastmaster Products division, 
McGraw Electric Company, Elgin, 
Ill., has joined Schick Dry Shaver, 


|Ine., Stamford, Conn., in the same} 


icapacity, effective Jan. 1. He suc- 
j}ceeds Stanley Nowak who has re- 
signed, effective Dec. 15. 

Mr. Gifford joined McGraw Elec- 
tric Company in 1927, when Waters 
Genter Company, Minneapolis, of 
which he was sales manager, was 
merged with that company. 


Gets Harper Burners 
Harper-Wyman Mfg. Company, 
Philadelphia, maker of Harper 
| burners, has placed its account with 
|Ivey & Ellington, Philadelphia. 
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Court Fight Is 
Sad Finale for 


Agency and Clienj 

New York, Nov. 29.—A one-tim, 
friendly relationship between clien; 
and agency appeared to be near th, 


vanishing point yesterday whey 
Austin & Spector Company filed 


suit in supreme court, seeking t 
collect $63,778 from Eastern Wing 
Corporation, a former client. 

The agency charges that its sery. 
ices were engaged by Eastern Wing 
on Feb. 1, 1938, to handle advertis- 
ing of Chateau Martin wines. Th, 
agency contracted for announce. 
ments over Stations WHN ang 
WNEW, New York, and WAAT 
Jersey City, and for car card adver. 
tising with Collier Service Corpora. 
tion. 

According to the complaint, the 
agency was discharged Oct. 1, 1939 
when it owed the stations and Col- 
lier $45,088 for time and space used 
to advertise Chateau Martin wines 
Austin & Spector is seeking to re- 
cover this sum, together with com- 
missions and other costs making the 
total due $63,778. 


Denies Charges 


Eastern’s answer denied _ th: 
charges but asked that if the cour 
orders payment, the money be im- 
pounded and turned over to the sta- 
tions and to Collier rather than t 
Austin & Spector. The answer also 
claims that custom dictates that 
when an agency is discharged, the 
15 per cent commission should be 
turned over to the new agency, 
Eastern claims that the media own- 
ers involved refuse to recognize the 
new agency without Austin & Spec- 
tor’s approval. 

Although the answer filed by 
Eastern Wine does not name the 
agency for whieh recognition is 
sought, H. C. Morris & Co., New 
York, was appointed to direct the 
account when relations with Austin 
& Spector were terminated. 


Klein Heads Midwest 
Public Relations Institute 


Ernest L. Klein has been elected 
president of the Midwest Institute 
of Public Relations, Chicago. He 
was formerly associate publisher of 
National Weeklies, chain of foreign 
language newspapers. 

A. E. Singer has joined the or- 
ganization as production manager. 
He has been regional information 
director for the Social Security 
Board. 


McKim Shifts Auger 

Fred A. Auger has been trans- 
ferred from Vancouver to the Mon- 
treal office of A. McKin, Ltd. Allan 
D. Black succeeds him as manager 
of the Vancouver office of the 
agency. 


Reilly Joins * Dance” 


Vincent R. Reilly, formerly with 
Benton & Bowles, has been ap- 
|pointed advertising manager of 
| Dance, New York. 


COLLINS | 
MILLER & 
HUTCHINGS 
ING. 


PHOTO-ENGRAVERS 
IN CHICAGO 


2a 


my 2 rs 7 ‘ x { 4 = i ey - ; oats oe 7 ok ia ie aie ae ee r 
a ' . : ; x: Tbh : pe. i 4 re ef = ak ae - " = f : x a, J a: " nee Sia 7 “2 ae. 
Ss, P a Decer 
ie 
i 
eee 
j om 
ee 
Bas «PEL pe 
.-smial 
Meee - | 
sonst a Te, Po 
ei. Le ee g } 
— ie eed 
Aly — 4 
"7 4 ‘ a 
. 
| Pe | 
of 
im ; 
t $4 bs : 
iat “iy ; 
ra i 
——. ; 
——— Pe 
F aa 7 —— Ses : ——s 
x - ‘ : 
; ; i) ‘ ; -,, $ ¥ : 4 , § e =. 4 a 
Sas Xs ; sail ‘ ee a ' thie. ‘ 7" ° - -t. ‘i ag 7 ian 
: n pondic teen's ‘ a Seti Rtas ade Mea de a ia ¥ atae* iy . - s ee ce we : 
; igi ind * , Be ik vig? . 4 See = * Ba OF ig i ig Vides Na at iy ; of i oe . Sl . "e ‘ 
raat. , = aa ¥ Oy SRG, oh ake , am : - ——e | Sa 
Bs = er aa LA > a ae x * ‘ ca Wee oe / 4 ; : : | 3 eee: eae a7 
i ae: oe ai pore foe ; PH 4 ' E & iu a 3 a7 <th “ee 7 a a: *. i | 
; OE EE te Te ee : | 
> ee ol: oR SS 1 ae 3 a ae : | 
gee. “ae. ied oe — Ee ite ia Saga ; ’ weed I ae C% 
a oe . . be ae iat a 4 eee 5 : / *' Be. y le - . a 4 4 aaa, . ex 
e- ¢. hu ianlea ‘ aes Pe . ’ a ayy he f F 
— > ' ra ee. i ; ) Pris 4 ' - Gu y ‘ ee e 1 
age” Bs Poors . = Ga a fie y a ous . 3 iy a o.; a ad ae Be A | 
a. OF ~Taue a ss Mi re oe Pay se , _* a & ry  _—_ 7 : . 
2 SS es wi = ee 4 $1 Pat ee gy ~~ of <5 Se ‘ ae at oe : 
-% A r _ shag a ee oe a a e aa vie i a , ~ i ce “ R42 a ” Mt r 
., eee Ne wn 2F og , — i 
=a . a4." ; ‘i 3 a - é- 4 | ax et - Bi a a j : te i / : ” ¢ = - 7 
oe, ~ % agen : pais » > Se PS } e* « ’ fe a — 4 
ae ae at ria wr MS Oe a 5 er 2 Pe . a : 
- ae — a m oR ie a eg | ee © o : i: «oo ae 4 7 ) 
es. (TU re gee a bat Sc os ee me ‘ ; : a - 3. cee. : : ‘ : 
ee ie Mila ail. MO See! ote, a” sae ow : 4 
pai | hee | ee,” 
mie . '- y eh i js $3 Ly Be ¥/ ipa ‘ . 4 — skal a re " “ yer aa we . at ‘ ae: : ‘ . a let a u ee : iy S ini * Ry 
ca ee oe ee GS eye yt Bice es iy ae 
* a j j os ; iss, os ay a * ' 
iy i ee & 5 "itt as ¥ ye a — ‘s es . : 4 x. Yj a “ “ar “ > | , 
aul gn ei or Re Oe IN ee i 2 | 
. ‘i 1 ek mi we Te 3 i F ‘ a > : “ sf ss 
«fied : 54 : “Te ry ats “et? ay a Ai) s i a 7 a 4 " " iff ; ‘s et ; : e io : f ae | ’ 
as pra s q rag: ' s Wag %" : x a , : Pi Se . - ft : ¥ _ si 4 a i. ‘ x oe id j ry ; % ® F ss 
*, ’ aS oe Seo. ia a Site “eS y 4 Ye ina c?. ; : 
_ oa na’ 4 : : ; i . ’ a ay v eee sis 2 eee Pie Ree Se : 4 
i. mn | i ee ae * ; ; ! 5 2 - =. ty : f ; 
oan? 1 Ef | . ‘ * | 
. ee : \ a 4 7 i oe ee " 
es 4 ne a ae | 4 
AS . \ os J : he ae — oe ee ” 7 an | i 
it maer > _-.. . i iz -w~ ie 
q _ ee . 4 5 = oe - gy ’ ."e ‘45 oo bel 
ih. ‘ tue P tag 8 — Ny a ie 7 
is : - Ge PP ee << os a 25. dies a: ae le: ., ae 2 
Za f a eo tn” aoe ea . ‘ a * “=e nay a: é LS vo Pc 4 ree a = a — —— - bef 
- - * a on Ss ay ™ - eer. ali, ~ Blog — od a tf ‘o oa en ase es p a. pe SS oo —-—— —<——<—<—<—<—— = . 
- ek 5 ———— " eS a ae So 4 
a ‘en a So AS ; " aa fe: eee » he : Se \ 
= oat . “ee , ie . , ae wy a : a : ad 
bal Seer — re fees ae a aa in 
7 _ re a —— ve i =p ; : 
| ———— ae tatiana a a 
| 
[~ = 
a oe 4 hee 
se, 
a 
oe 7 
hee > 
§0,000 x7 
‘ a 
>, i 
My 
as . 
a t 
o/s | re he 2 ‘3 Logs oe = et, ae rh? ; J : r G2 : i - a ta 


ek Patni ‘> Sa i 4 3 


December 4, 1939 ADVERTISING AGE 


yoent 


APPROACHES 


= 


mates ee , ye.3 oe J 
| tee 8 canna ete 
\ ip ja - agi gaa ee . i? ¥ gure * -i.* 
3 ; ps Dr ce ae % ds. hess. gs ag ae 
63h Seabee Ke ad ge 
= ie io : @ fo Sifes. : 
Bilt, tess cu,  ¢ 


A low score wins in golf! A high figure in business generally indicates a 
“quota buster.”’ But regardless of how you measure Phoenix it ranks fore- 
most among the nation’s leading cities. For instance, check population. Now, 
during the winter season, an additional 15,000 persons make Phoenix their au, 
Dindowabcninnhusdiinals, home. These fill the 4,000 resort, hotel and motel rooms and available rental 
ames Daas residences. They push the total population to 137,405 in the metropolitan 
area (a figure established by postal authorities). So if you’re an advertiser, 
use the right approach to this gold nugget of western markets! If you want 
a” to make sales, advertise where sales are being made! 


eDICK LEWIS, General Mora 9 Ze) 


ROADCASTING/ J. = 
The ABC of Radio In Arizona! e ,* 
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Tell Story fo 
Teachers, Platt 
Urges Advertisers — 


Chicago, Nov. 30.—An _ earnest | 
plea that advertisers quit acting | 
like Donald Duck—that is, ranting | 
and raving and doing nothing in | 
particular— with regard to the) 
“consumer movement” and instead 
study the movement seriously and 
act intelligently to prevent it from 
developing along illogical and mis- 
leading lines was voiced before the 
Chicago Federated Advertising Club 
today by John H. Platt, advertising 
director, Kraft-Phenix Cheese Cor- 
poration. 

Citing the Gallup study made on 
behalf of the Association of Na- 
tional Advertisers recently as proof 
that more than 10,000,000 consum- 
ers have been exposed to “consumer 
movement” material and have an 
intelligent concept of its objectives, 
and that the movement can there- 
fore no longer be considered as 
affecting a relative handful of 
crackpots, Mr. Platt urged that par- 
ticular attention be given to teach- 
ers and students. Teachers are 


. 
What we are about to say is of immediate 


concern to you— if you advertise and sell to 


business executives. 


$$$ You put money into executive publica- 


tions which are read at home. Your invest- 


more seriously afflicted with the | 


anti - advertising virus 


than any) 


other single group, according to the | 


Gallup study, which showed prac- 


tically 100 per cent of them intelli- | 


the consumer 
its objectives, and 


gently aware of 
movement and 


over 85 per cent conversant with | 


one or more of the “anti-advertis- 
ing” books. 


Teachers therefore offer the most | 


fertile field for advertisers who 


want to get across their side of the | 


story, Mr. Platt asserted, contend- 
ing also that surveys and personal 
experiences have convinced him 
that this group will welcome suit- 
able material prepared by adver- 
tisers to tell their stories, if only it 
is factual and presented in suitable 
form for classroom use. 


Suffers from Thoughtlessness 


Mr. Platt declared that a great 
deal has already been done and 
more is constantly being done to 
raise the level of advertising, 
but reiterated the familiar cry that 
all advertising suffers from the 
thoughtlessness or carelessness or 
worse of those advertisers who sup- 
ply valid opportunities for critical 
comment. In this connection he 
made special reference to the “rant- 
ing and raving” commercials which 
“are still much too much in evi- 
dence on the radio,” and the “cli- 


of sale. 


. 
4 Ae 


SIMPLICITY GOES HAND 


—— 


IN HAND WITH BEAUTY 


Metallic gold and green with red panels dramatize the holiday spirit for Helena 


Rubenstein. 


The new display is being distributed nationally. 
New York, produced the unit. 


Alfa Displays, 


max upon climax” artificially built | 


up by vapid radio commercials. 
He also paid his respects to 
magazine editors who, he said, are 
occasionally prone to allow damag- 
ing and misleading material with 
reference to a particular product or 
type of product creep into their 


You must repeat or merchandise 
your message in the executive's office on the 


two square yards of desk top where he buys. 


$$$ Your one medium for that purpose is 
The Wall Street Journal. 86 per cent of its 


desks. 


ment is sound and necessary. Executives see 


your messages; are interested, impressed, 


persuaded, 


$$$ Shortly afterward they yawn, 


go to bed, and sleep away 


part of your effort. They Il 


unless you follow through. 


$$$ Again the principle 


WALL 
STREET 
JOU 


a large 


do that 


point 


S tee 
cs Di 


; . 
- ° 
y > 
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circulation is read by executives at their 


$$$ This compares with a high of 61 per 


cent to a low of 12 per cent 
for other national execu- 
tive-publications. 


$$$ Why let your sales dol- 
lars be slept away? Follow 
through by merchandising 
in The Wall Street Journal. 


" at point of sal 


editorial columns under the name 
of well-known authors who are off 
on some crusade or other. 

Disclaiming any attempt to help 
edit these publications, Mr. Platt 
made it clear he was speaking only 
of obvious factual errors, three of 
which he said he had noted within 
recent months, and that he was 
pleading only that editors make 
sure their writers have their facts 
straight. 


Initial Billings of 
$6,000,000 Claimed 
by New Network 


(Continued from Page 1) 
space to fit the needs of the net- 
work. A skeleton staff is already 
at work there. 

John T. Adams, chairman of the 
TBS board, has revealed that the 
station list will include WMCA, 
New York; WJJD and WIND, Chi- 
cago; KFWB, ‘Hollywood; KYA, 
San Francisco; 


KCMO, Kansas City; the Northwest 
Broadcasting Network; and_ the 
Texas State Network. 

Mr. Adams predicted that TBS 
would be launched with 35 hours 
| of sponsored programs a_ week, 
which would provide an income of 
| $6,000,000 annually. He did not 
disclose the source of the initial 


business to supplement the 20 hours | 
a week pledged by clients of Black- | 


ett-Sample-Hummert. 


on New Year’s Day with a broad- 
cast of either the Orange Bowl or 
the Cotton Bowl football game. The 
network expects to gain exclusive 
rights to one of these games. 


| Three Posts Filled 


In addition to executives already 
announced, it was revealed here 
|today that the new network has 
filled three other major posts. Gen- 
eral manager of TBS will be George 
J. Podeyn, who will retain his pres- 
ent post as New York manager of 
|Texas State Network; program 
manager will be M. P. Wamboldt, 
for five years in the Chicago pro- 
gram department of National 
Broadcasting Company; and traffic 
manager will be Ray H. Holmes, 
for 11 years in the same capacity 
with NBC, 

General counsel will be William 
|A. Porter, Washington attorney, 
who is personal adviser to Elliott 
| Roosevelt, TBS head, and who has 
|}served Hearst Radio, Inc. Mr. 


establish NBC regional headquar. 
ters there. He entered the agency 
field when he became head of the 
radio departmnt of the old George 
Batten Company, and remained 
when that agency was merged t 
make up Batten, Barton, Durstine 
& Osborn. He shifted to the trans. 
cription field, serving World Broad. 
casting System until joining Texas 
State Network. 


A Radio Pioneer 


John T. Adams, chairman of the 
board of TBS, is another radio old 
timer who was active in previous 
efforts to establish new nationa! 
networks. Upon graduation fron 
Princeton in 1910, he joined Wolf- 
sohn Music Bureau, which map- 
aged leading musical artists. Seek. 
ing new outlets for the talents o; 
his clients, he succeeded in inter. 
esting Atwater Kent, pioneer make; 
of receiving sets, in what becan; 
in 1925 the Atwater Kent Sunday 
Night Hour. 

Thus initiated into radio, his 
friendship with Roy S. Durstine 
resulted in the formation of Jud- 
son Program Service Corporation 
which undertook to establish a na. 
tional network to compete with 
NBC, then alone in the field. Jud- 
son struggled along until rescued 
by William Paley, who took ove; 
the enterprise and established the 
Columbia Broadcasting System. 


Formed Federal System 


Mr. Adams went to CBS wher 
he remained until 1932, when he 
left to form the Federal Broadcast- 
ing System. Station WMCA, noy 
the New York outlet for TBS, wa 
also the outlet for this network 
Federal was operated for two and 
one-half years. 

After serving with Lennen & 
| Mitchell, and three years as head 
of the radio department of Erwin 
Wasey & Co., Mr. Adams _ joined 
Elliott Roosevelt last May as execu- 
tive vice-president and_ general 
manager of the Texas State Net- 
work. 


bla ee et ARETE sarees 


KQV, Pittsburgh; | 
WMEK, Boston; KXOK, St. Louis; | 


TBS expects to begin operations | 


very Cigarette REMINDS 
HIM 0 


AND BE SURE 
TO CALL 
HARRY WILLIS 


70 BID ON 
THAT JOB/ 


| 


| 
| 


a Make Friends 
3 yi With New 


Uutopoint 
CIGADOR 


Answers your question: “What 
new practical ‘reminder’ shall ! 
give to prospects.” Combines 
smart ashtray and humidor 
“cigarette-server” that holds 4 
pack at a time. Polished coppe' 
‘onyx glass and _ leatherette 
Your message goes on side: 
wins a permanent place on any 


Rotate Top— 
Cigarette pops up! 


desk. A low-cost “billboard 
that makes scores of good im: 
pressions daily, where you wat 
them made! Write for liter@ 
ture and prices! 


Porter was elected a vice-president | 


of TBS when it was founded four 
veeks ago. 

Mr. Podeyn is one of radio’s pio- 
neers, and has had experience in 
many aspects of the business. He 
was with Station WEAF, New York, 
when it was owned by American 
Telephone & Telegraph Company, 
before the dawn of network radio 

When NBC decided to expand by 
forming a Pacific network, Mr. 
Podeyn was sent to San Francisco 
to do the organization job. He was 
later transferred to 


Chicago to it. 


AUTOPOINT COMPANY 
Dept. AA-12 
1801 Foster Ave., Chicago, Hiinois 


Fl i ee elie | 
{ Autopoint Company, Dept. AA-12 
1801 Foster Avenue, Chicago, Illinois 


Without obligation to me please send free 
I copy of “The Human Side of Sales 5tr* 
{ egy” and details on your Cigador. 
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DIFFERENT IN 


YOU ARE INVITED to examine the January “ROTARIAN.”’ Expert ty- 
pographers have streamlined it, redesigned it from cover to cover. 
Tradition has been discarded. The cover is shown above. The body 
type is Paragon, created for easy reading. The Futura family and 
handlettering are used in headings. John Sloan, the distinguished 
American painter, illustrates an article. Inimitable Stuart Hay’s car- 
toons give “‘lift’”’ to another. 

But type and art are means to an end. “THE ROTARIAN”’ will 
continue to give cause for its reputation for high reader-interest. 


In the January issue you will find provocative contributions from 


such men as George E. Vincent, James Truslow Adams, Channing 
Pollock, Havelock Ellis, and William Lyon Phelps. 

It is a magazine tailored to catch the eye and hold the attention 
of 175,000 business and professional men (ABC). It offers a pri- 
mary market for automobiles, trucks, office equipment, books, 
travel, golf equipment, cameras, photographic equipment—in fact, 
every item purchased by “top” executives for the office, retail estab- 
lishment, factory and home. 

Rates are reasonable. May we send market data and a sample 


copy of the NEW “RoTARIAN”’ to you? 


THE ROTARIAN 


THE CLASS MAGAZINE OF THE EXECUTIVE FIELD 


HARVEY C. KENDALL, BUSINESS AND ADVERTISING MANAGER 


35 EAST WACKER DRIVE - CHICAGO 


EASTERN ADVERTISING OFFICE: 420 LEXINGTON AVE., NEW YORK CITY 
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Red Flannels 
Coincidence Warms 


Advertiser's Heart 


Quaker State Oil Com- 
pany Gets Unique Break 
in Magazine Layout 


Oil City, Pa., Nov. 28.-—Design or 
accident? This is the question ad- 
vertising men are asking regarding 
the strange circumstances which last 
week caused an advertisement of 
Quaker State Oil Refining Corpora- 
tion in Life, featuring a color illus- 
tration of a girl donning red flannel 
panties, to appear directly opposite 
an editorial presentation on the re- 
turn to favor of the flaming under- 
garments of yesteryear. 

Quaker State’s striking picture 
was used to illustrate the company’s 
seasonal theme, “Don’t let winter 
catch you unprepared.” Life’s story 
described a vogue which started last 


year in the Middle West and is 
spreading rapidly throughout the 
country. 

“Purely accidental” is the ex- 


planation of spokesmen for the oil 
company, who are apparently well 
satisfied with their “preferred posi- 
tion,” but who claim to have been 
unaware of the magazine story 


FREE wither 
first Order 

Jar and Brush FREE with your first order 
S$ S$ Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gel. postpaid. For Friskets use S $ Spe- 
cial Frisket Cement, $3.50 per gel 


6S) RUBBER CEMENT CO. 


3438 No. Halsted St. CHICAGO, ILL 


| 
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TWO MINDS WITH BUT A SINGLE THOUGHT 


~~” 


Don’t let winter catch yor unprepared 


..change now to Acid-Free 
Quaker State Winter Oil! “> 
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SEARCH FOR GRANDPA’S RED FLANNELS 
STARTS NEW VOGUE IN WOMEN'S PANTS 
ee ee ee ee 


1 cokes Sper te potas Tiny Mow. 05. ip Wek soso 4% 
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Quaker State oil received an unusual break recently when its full-page ad in Life, featuring a damsel stepping into her 
winter undies, appeared directly opposite an editorial layout which stressed the return of red flannel underwear for the 


when they planned the advertise- 
ment. They also point out that 
identical Quaker State copy is ap- 
pearing in a large list of farm pa- 


pers and national magazines to 
prove absence of collusion. 
Human Interest Picture 
Furthermore, they declare, the 


young woman’s donning of warm 
undies is only one of a series of il- 
lustrations of typical winter prac- 
tices which are employed to impress 


Wi 


weaker—and apparently colder—sex. 


readers with the “change-over” 
theme. Other illustrations show the 
young woman getting into galoshes 
and attired in a ski suit. The red 
flannel illustration was an attempt 
by artist Gilbert Bundy to inject a 
high degree of interest into a rather 
prosaic subject, the merchandising 
of winter oil. 

Regardless of whether “1 ’affair 
Quaker” was the result of artifice 
or accident, it has had immediate 


the advertisement, has poured into 
the offices of the company and de- 
partment stores everywhere are in- 
stalling red flannel undies’ displays 
in their windows. One exclusive 
Fifth Avenue store is using the orig- 
inal Quaker art as background for 
its display. 

More interested,‘ however, in sell- 
ing oil than in promoting a style, 
Quaker State copy tells a compact 
story of quick, smooth starting and 


repercussions. Mail, commenting on|freedom from worry about sludge, 


ery naval and shipbuilding activity taxed to the 


limit of capacity under the largest shipbuilding program 
in the country’s peacetime history, speeded in a drive for 
maritime ascendency, Norfolk and the Hampton Roads 
area is giving overtime employment to its skilled labor 
and bringing increased spending income to this already 


NORFOLK NEWSPAPERS, 


NORFOLK VIRGINIAN-PILOT 
Morning and Sunday 


al 


erg” Business Machinery is Geared to High - Powered Going 


Norfolk’s normal indus- 

trial and shipping interests always insure a ready market , 
for consumer goods and the market area in the rich agri-. 
cultural sections of Tidewater Virginia and Eastern North / 


prosperous section of Virginia. 


carbon and corrosion when Acid- 
Free Quaker State winter oil is used. 
The campaign covers a compre- 
hensive list of farm papers and 
magazines including The American 
Magazine, Collier’s, Holland’s, Lib- 
erty, Life, National Geographic, 
Redbook, The Saturday Evening 
Post and Time. Kenyon & Eck- 
hardt, New York, is the agency. 


Storybook Time 
for Kids Now 


(Picture on Page 1) 

Kokomo, Ind., Dec. 1.—The 
“Three Little Pigs” and other fairy 
tale characters of renown will draw 
a unique promotion role when they 
make their debut on labels of 
Kemco Products Company’s new 
line of soups, it was learned here 
today. 

Kemco’s offerings will be adver. 
tised as “Story Book Soups.” Each 
can of the six varieties will bear a 
full size label picturing the fairy 
tale people known to all juveniles, 
The soups are expected to intro- 
duce a “play technique” in child 
feeding and to help solve the prob- 
lem of getting the youngster to eat 
more vegetables and milk. 

Test newspaper copy will intro- 
duce the line here, supported by 
demonstrations in key outlets, sam- 


pling, copy in the state medical 
journal and direct mail. A story 
book non-tippable bowl is being 
used as a premium offer. 
Caldwell-Baker Company, In- 
dianapolis, is the agency. 
Agency Group to Meet 


The Mid-Central group of mem- 
bers of National Advertising 
Agency Network will hold a two- 
day meeting at the Chicago Towers 


Club Dec. 9-10. 
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Carolina adds 300,000 people to its retail trading area 


market. 


NORFOLK 


Be certain Norfolk is on your Virginia list. 


Inc. 
LEDGER-DISPATCH 


Evening Except Sunday 


THE JOHN BUDD COMPANY, National Representatives 
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THE POWER TO DO THINGS FOR ADVERTISERS 


KLZ jumps out of bed at six in the morning, eyes wide open and 
with a vigor that shows no signs of sluggishness. 

Take the 6 a. m. KLZ show that pulled more than 1,600 pieces 
of mail in two days! Take the three-month KLZ mail count. 39% 
of the total mail response came from programs aired before 8:45 
a.m.! It is difficult to imagine any time commanding a greater lis- 
tener attention than these early morning hours over KLZ. 

Who starts spinning dials so early? A goodly part of the 
629,000 urbanites in KLZ’s regular day-time listening area begin 
their day with KLZ’s Early Risers’ Club exercises and KLZ’s break- 
fast time tunes. Then there are 829,000 rural folk in this section 
who get up with the chickens. KLZ has educated these folk to start 
their day off by following its market reports, weather forecasts and 
direct-from-the-stockyards broadcasts ... and to breakfast to KLZ’s 
early morning melodies. 

By specific program planning for its rural listeners, KLZ has 
turned the 6:00-6:45 a. m. time into a farm block to sell merchan- 
dise. This three-quarter hour period is recommended—and avail- 
able—to sponsors who want to see rural sales swell in the Denver- 
Rocky Mountain area. 
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You can lower the cost of doing business, increase profits 
and sales for your clients, if you can effectively keep old con- 
tractor customers using their products—and add new con- 
tractor customers. And you can—by doing in 1940 what 
agencies for the accompanying partial list of advertisers did in 
1939—advertise in the leading contractor paper, PRACTICAL 


My BUILDER. 70,000 distribution. Use simple, straightforward, 
SS oa practical ‘‘how to do it’? copy, addressed to a single profes- 
=i sion— contractors only. 


A few of PracricaL BurLper’s 1939 Advertisers 


Andersen Corp. 
(Campbell-Mithun, Inc.) 
a - Barber Asphalt Corp. 
(N. W. Ayer & Son, Inc.) 
Black & Decker Mfg. Co. 
e (Van Sant, Dugdale & Co., Inc.) 
Bradley Lumber Co. 
(Robert H. Brooks Co.) 
Philip Carey Co., Inc. 
(The S. C. Baer Co.) 
Celotex Corp 
(Hays MacFarland & Co.) 
Certain-teed Products Corp 


(James J. McMahon) 
Chain Belt Co. Johns-Manville Corp 


: ; ‘Tie Buchan Ge.> (J. Walter Thompson Advertising Corp.) 
‘pn Kimberly Clark Corp. 


(Ferry-Hanly Co.) 
They are on 


Lehigh Portland Cement Co 
U. Ss. 30 


(Fox & Mackenzie) 
Libbey-Owens-Ford Glass Co 
(lL. S. Advertising Corp.) 
d “clock 
~~. an CIiOocK- 
33 
” ing’ 70,000a 
month | 


Crane Co, 
(The Buchen Co.) 
Detroit Steel Products Co. 
(Fuller & Smith & Ross, Inc.) 
General Electric Co 
(Newell-Emmertt Co., Inc.) 
Holland Furnace Co. 
Ruthrauff & Ryan, Inc.) 
Insulite Co. 
(Erwin, Wasey & Co., Inc.) 
Jaeger Machine Co 
(Mumm-Romer-Robbins 
& Pearson, Inc.) 


Marquette Cement Mfg. Co. 
(D. T. Campbell, Inc.) 
Marsh Wall Products, Inc. 
(The Lee Donnelley Co.) 
Milcor Steel Co, 

(Hoffman & York) 
National Oak Flooring Mfrs. 
(Robert H. Brooks Co.) 

Overhead Door Corp. 
Applegate Advertising Agency 
Ruberoid Co. 
(Wildrick & Miller, Inc.) 
Joseph T. Ryerson & Son, Inc 
(Behel & Waldie) 
Skilsaw, Inc 
(Earle Ludgin, Inc.) 
The Stanley Works 
(Horton-Noyes Co.) 
United States Gypsum Co. 
(The Buchen Co.) 
Universal Atlas Cement Co 
(Batten, Barton, Durstinge 
(,ar Wood Industries, Inc 
Creative Agency Associates) 


Assn. 


&Y Osborn) 
Louisville Cement Co 
(Do inderson Advertising 


Agency) 


PRACTICAL BUILDER 


Published by 
INDUSTRIAL PUBLICATIONS, Inc. 
ww! _ 59 E. Van Buren St. CHICAGO 
Publishers also of BUILDING SUPPLY NEWS 


Television Sponsor 
Must Overcome 
More Than Cost 


and ''Commercials" 


| New York, Nov. 28.—While cost 
is admittedly the major problem 
faced by potential television pro- 
|gram sponsors, the question of a 
;new type of “commercial” and a 
ichanged attitude among listening 
|audiences must also be considered, 
‘according to Philip Kerby, author 
|of “The Victory of Television,” pub- 
lished this week by Harper & 
Brothers. 

Mr. Kerby, director of institutional 
promotion for the National Broad- 
casting Company, is more optimistic 
than otherwise concerning the fu- 
ture of television, although he 
makes no claim that it will com- 
pletely supplant sound radio. 

In a chapter devoted to the spons- 
or’s problems, he emphasizes that | 
the television audience is likely to} 
be quite dissatisfied with the type | 
of commercial announcements now | 


|given them. 


| 
}ored a 
audience is tempestuously applaud- 


| appreciative 


“Let us suppose,” he suggests, 
“that an advertiser has just spons- 
sparkling comedy and the 
ing for 


more. If into this highly 


atmosphere a_ banal 


| commercial is injected it will undo 


|whit as sparkling 


every bit of enthusiasm. 


cial announcement must be every 
as the comedy 
which has just been 
And that, Mr. Kerby adds, is a dif- 
ficult task. 

He also points out that “‘those of 
us who remember the days when 
there was no radio entertainment 
have been so grateful for these free 
programs that we accept the com- 
mercial even though it is long 
winded and irritating. 


Youth Less Charitable 


“But there is a group graduating 
from high school this year who do 
not remember the time when they 
did not do their home work to the 


obligato of the radio playing in the 
/next room. Before the form of the 
| television commercial becomes crys- 


'talk to these coming purchasers in 


| the world of tomorrow and learn at} 
first hand the cynicism that exists | 
regarding overly advertised prod- | 


ucts.” 

Mr. Kerby 
| sponsorship as one way in which 
advertisers may overcome the cost 
bugaboo of television. 


| serts, “would benefit and each in- 
dividual participant could expect to 
j}experience a proportionate increase 
jin sales. Of course, under such a 
|plan it might be argued that the lit- 
tle fellow who is not in a position 
ito contribute at all—or at the most, 
a comparatively modest proportion 

would derive as much benefit as 
his biggest competitor. 


Altruism Necessary 


“This is in a sense true, but dur- 
ing the development of any new ad- 
vertising medium there must be 
some altruism and less ‘dog eat dog’ 


attitude Those industries which National Adv. a 
specialize in personalized selling MARA & ORMSBEE. INC. 
through demonstration might take 


the lead in such a plan.” As exam- 


THIS “BUILT-IN” REPLY 


General Electric Westinghouse 
Chevrolet Semet-Solvay 
Frigidaire Buick National Lead 


Write 
The REPLY-0 PRODUCTS CO 


DEPT. D. + 19 WEST 21st STREET 


NBC Expert Writes of 
Changes in Audiences 


— 


NAMED MEDIA CHIEF _ 


a 


A. Wells Wilbor, for the past six years 

a member of General Mills’ advertising 

| staff, has been appointed manager of 

the company's media analysis depart. 
ment. 


——— 


|ples, the automotive, electrical ap. 
|pliance and packaged food indys. 
tries are named. 

Mr. Kerby predicated most of his 
views on the probability that the 
Federal Communications Commis. 
sion would place its approval on tele- 
vision sponsorship. Bearing out this 
belief was the report of the tele. 
vision committee of the FCC, as 
published Nov. 20 in ADVERTISING 
AGE, recommending that sponsor. 
ship be permitted under certain 
| conditions. 


“The answer is that the commer- 


broadcast.” | 


tallized, sponsors would do well to) 


suggests cooperative | 


“The industry as a whole,” he as- | 


“BROUGHT HOME THE BACON” FOR 


or Samples NOW! 


Ingersoll Aims 


Holiday Drive at 


Juvenile Field 


Waterbury, Conn., Nov. 30— 
| Ingersoll-Waterbury Company to- 
day announced plans for a special 
|campaign in the juvenile field asa 
|holiday sales stimulus for Mickey 
Mouse wrist watches and Donald 
Duck and Mickey Mouse pocket 
| watches. 
| The campaign, which will be in 
|addition to Ingersoll’s regular ad- 
vertising, will break Dec. 10 wit! 
a color page in the Comic Weekly 
Other full pages are scheduled 
|for the Dell Super Comic Group, 
Famous Funnies, Feature Comics, 
land the United Feature Comi 
| Group. 


| en 
| Wembley Names Anfenger 
Anfenger Advertising Agency, 
|New Orleans, has been appointed tc 
handle the advertising of Wembley 
Inc., New Orleans, manufacturer of 
| Wembley silk and Nor-East neck- 
ties. The 1940 schedule includes 
—* and The Saturday Evening 
ost. 


THE 

| OMAHA 
| WORLD- 
HERALD 


COMPLETELY 
dominates 
the Nebraska- 


S. W. Iowa 
MARKET 


Now NBC Network 


Owners & Operators Radio Station KOWH 


CARD =—_ 
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“| went where I'd ’a’ gone if I’d been him” 


THE STORY: 


A group of men had searched for hours for a 
missing horse without discovering any trace of 
him. Then a young boy disappeared into the 
woods and quickly returned with the missing 
animal. Asked to explain how he had succeeded 


where the others had failed, the boy answered: 


“I went where I’d ’a’ gone if I’d been him.” 


THE MORAL: 


To create effective advertising, an advertising 
agency must be able to put itself in the con- 
sumer’s place. It must be able to think and 
write about a product from the customer’s point- 


of-view. 


To learn still more about what customers 
think, and want, and read, and listen to, Young 
& Rubicam made 93,533 personal, face-to- 


face calls on consumers during the past year. 


Young & Rubicam, Inc. ADVERTISING 


NEW YORK + CHICAGO «+ DETROIT 


* SAN FRANCISCO + HOLLYWOOD + MONTREAL + TORONTO 
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Taking Off 


The announcement by Harry 
Hopkins, Secretary of Commerce, 
that a committee would be set up 
to study the problem of removing 
obstacles to free commerce among 
the states represents an important 
initial step in dealing with what 
has become a serious menace to the 


maintenance of consumption in 
many localities. Advertisers are 
particularly concerned over the 


rapid spread of the movement to 
restrict interstate commerce 
through regulations, licensing re- 
quirements, special taxation and 
other deterrents to the free move- 
ment of good among the states. 
The subject will be presented to 
TNEC for discussion after a survey 
been completed, that the 
full scope of the development can 
be defined. Since the federal gov- 
ernment alone has authority to 
regulate interstate commerce, it 
may be for the national | 
administration to define the specific | 
points at which the _ individual 
states have overstepped constitu- | 
tional bounds and thus bring about 
the elimination of the 
rules which in many cases have} 
become an effective bar to the 
movement of commerce. 


has so 


possible 


arbitrary | 


Efforts to enforce arbitrary tax 
laws, especially on consumption 
goods, have developed restrictive 


procedure in- 
A 


in point is the plan now em- 
ployed by the city of New York to 


which frequently 
fringe the rights of individuals. 
case 


prevent consumers from buying 
cigarettes in New Jersey as a 


method of avoiding the tax which | 


the Brakes 


the city now collects, in addition to 
the federal and state taxes imposed 
on this product. 

“The citizen who thought him- 
self free to buy where he chose in 
the United States,” remarks the 
New York World- Telegram edi- 
torially, “under a federal constitu- 


tion that forbids states to lay im- | 


posts or duties without the consent 
of Congress, now finds himself sub- 
ject to a kind of ‘customs search’ 
even when he merely returns from 
the other side of the Hudson river! 

“No wonder there is increasing 
worry over the economic fences and 
tax barriers that states have been 
building against one another. 
Here’s even New York City am- 
bushing cigaret carriers on its mu- 
nicipal borders. The European ‘oc- 
troi’ is with us. 

“The people of New York have 
seen a l-cent city cigaret tax and 
a 2-cent state cigaret tax piled on 
top of the federal 6-cent levy— 
and they now see the consequences 
in bootlegging, a menaced retail to- 
bacco trade and a_ preposterous 
campaign to punish citizens who 
commit the ‘crime’ of buying cigar- 
where they can get 
cheaper.” 

As ADVERTISING AGE has pointed 
out heretofore, inequitable taxes 
invariably throw monkey-wrenches 
into the economic machinery. It is 
time to begin eliminating unrea- 
senable obstacles. to 
especially when they involve com- 
petition among the states for the 
privilege of collecting consumption 
taxes. 


ets them 


How Many Radio Sets? 


The 1940 census will include ay 


record of the distribution of radio 
receiving sets, regarding which 
there has been great confusion 
among advertisers and the broad-| 
casting industry. Estimates which 
have been made by trade authori- 


ties and others vary so widely that 
there is 
those 
ject 


marked skepticism among 
most with the 
when attempt is made to| 
the total number 
in the United States 

on not | 
and when 
be fairly well 
of how 
bought for replace- | 


familiar sub- 
an 
determine 
of sets 


Exact 


even 
in use 
figure sales are 
always available, 
these figure: 
established 


many 


even 
can 
the 


are 


problem 
sets 
ment and how many represent new | 
listening unsolved 

The national census will give a| 
figure which will establish 
number and distribution of sets 


posts remains 


total | these ¢« 
in 


use. But even before these figures 
are available, they will have be- 
‘come partially obsolete. It seems 
time for the radio field, including 


advertisers and agencies as well as 
the to 
workable which 


broadcasters, establish a 
plan will enable 
the facts to be constantly available 
on this basic and important sub- 
ject 

The joint committee representing 
all 


advertising 


interests radio 
existence 


s, and this no 


with 
in 


concerned 
has been 
for a number of year 
doubt is of the 


suggest as 


one 
agenda We 
immediate 
lishment 

measuring 


problems on its 
one of the 
the 


methods 


estab- 


of 


objectives 
effective 
set 
With the census figures as a base, 
it should not be too difficult to keep 
sential facts up-to-date and 
available 


of 


radio ownership. 


readily 


Boxtops for Sale 


A couple of weeks ago we told 


| you we would investigate the facil- 


ities of Niles Eggleston, of the Mil- 
ford, N. Y., Egglestons, who adver- 
tises in contest magazines that he 
can supply the labels, boxtops, etc., 
needed for entering various adver- 


tising contests. We are now able to 
report that Mr. Eggleston can sup- 


|ply almost anything you want, in 


commerce, | 


quantities from 1 to 100 or more, 
and that he has a printed price list 
covering 40 or 50 products whose 
names appear frequently in contest 
news. 

Right now he is featuring Camay 
wrappers and Pard labels, either of 
which are available at 3 cents each; | 
12 for 35 cents; 36 for $1; or 100 for | 
$2.40. Dr. Lyons cartons, he in-| 
forms us in a handwritten postscript, | 
are all sold out, but everything else 
is in stock. 

The lowest item on his list is 
Royal Crown Cola tops, available at 
one cent each between contests, and 
1% cents during contests. At 214, | 
each during contests (and a slightly 
lower figure between contests) Mr. | 
Eggleston will supply P & G white} 
naphtha soap wrappers, Ivory soap 
wrappers (large or medium), Palm- 
olive black bands, Kellogg’s corn 
flakes or Wheaties box tops, Camp- 
bell soup labels and Forever Yours 
wrappers. 

At the 3-cent rate you can have 
Rinso box tops, Lava soap cartons, 
Libby canned food labels, Bab-O 
labels, any dog food labels or ciga- 
rette wrappers—just name _ your 
brand—Phillips soup labels, Roi- 
Tan cigar bands, or Corn Kix tops. 
Oxydol, Chipso and Super Suds box 


tops cost 4 cents each, while Ivory | 


flakes tops, white Crisco 
Drene cartons, Quaker and Mother's 
|}oats box trademarks, Chicken of 
ithe Sea labels, Woodbury soap 
| wrappers, Fitch shampoo cartons, 
|}and Ivory Snow and Dreft box tops 
| cost a nickel each 


| 


Bisquick box tops are slightly 
|higher at 6 cents, while Softasilk 
| box tops and cartons from any 


labels, | 


—Electrical Merchandising 


' Racket, Not Racket 


Scout X calls our particular at- 
tention to the strange three-inch 
advertisement Elizabeth Hawes ran 
in a recent issue of The New 
Yorker. It seems that “J. Press, 
Inc., and Mr. J. Press, New Haven, 
Conn.,” to whom the advertisement 
was addressed, took exception to 
the sentence in Miss Hawes’ book, 
“Men Can Take It,” which read: “I 
gathered that a gentleman named 
J. Press sold the, boys very ex- 
pensive imported tweeds and that 
this group thought it pretty much 
of a racket.” 

It seems, further, that Miss Hawes 
had no intention of offending any- 
one in her book, and is anxious, 
via The New Yorker advertisement, 
to soothe the wounded feelings of 
J. Press, Inc. and Mr. J. Press. “I 
beg to advise you,” Miss Hawes in- 
forms them, “that the word ‘racket 
as thus used was not intended by 


me to connote anything deroga- 
tory.” 
Of course not, Miss Hawes. 


| Everyone knows that a “racket” is 


a peculiarly shaped weapon with 
which felt-covered balls are flicked 
back and forth across an open-work 
cotton barrier known as a “net.” 


Jottings 


Most unusual Christmas gift sug- 
gestion of the year seems to be that 
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| In f or: m ation 
for 
Advertisers 


The following documents may be 
| secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1570. The Aviation 
for 1940. 

Issued by Aero Digest, this new 
| booklet tells why the aviation in- 
|dustry will be among the leaders 
next year. The first section deals 
with the current financial status of 
the industry, plant expansions, em- 
ployment, production facilities and 
other factors. The second part is 
devoted to the fifth annual “Digest 
of Aircraft & Engine Machinery,” 
January issue; and part three to 
Aero Digest’s position in the avia- 
tion field. 


Industry 


No. 1571. 
Data. 
Its history, policies, editorial for- 
mula and other details are covered 
by The National Sign Journal in 
this booklet just issued. A circula- 
tion breakdown is included, with 
information about the publication's 
jadvertising volume, readership and 
|the market it covers. 


National Sign Journal 


| No. 1566. Go to School to Increase 
Your Food Sales. 


Statistics obtained through ques- 
tionnaires sent to subscribers are 
tabulated in this analysis of the 
school lunch market, issued by The 
Instructor. The study shows, for 
instance, that 10 million meals are 
served daily in schoo] cafeterias, 
at a yearly cost of $260,000,000. 
Comments from teachers indicate a 
cooperative attitude toward provi- 
sion of hot, nourishing food at the 
noon hour. 


No. 1567. A Survey of Air Condi- 
tioning and Oil Burner Dealers. 
This study, issued by Air Condi- 
tioning & Oil Heat, deals with the 
|operation and purchase of trucks 
and the manner in which oil is 
handled by air conditioning and oil 
burner dealers. It shows the num- 
ber of dealers operating trucks, the 
types and capacities of trucks, as 
well as_ preference for various 
makes, and purchases in prospect. 


of Illinois Bell Telephone, which is! 


egging customers on to “give a tele- 
phone for Christmas.” “Imagine 
the surprise of opening an attrac- 
tively wrapped gift package on 
Christmas morning and finding in it 
a telephone,” the company says. 
“It will be connected later, of 
course. The small charge for the 
extension will be added to your 


| monthly bill.”. 


|} shaving cream or dental cream are | 


rated at 7 cents. 
carton and label world are new 
| blue star Crisco labels and the foil 
seals from Ovaltine containers, each 
of which is currently quoted at 
10 cents 


Aristocrats of the | 


In the case of the Pard dog food 
labels mentioned previously, Mr 
Eggleston will also supply one en-| 
try blank with each three labels, 
but: “as they are so hard to get, 
will you please send us any extra 
that vou may be able to obtain 
This will help your contest neigh- 


bor as well as us.” 


Mr. Eggleston explains the tech- 
nique for successful contesting by 
reminiscing, on a separate printed 


sheet, of his days as a trapper. “By 


increasing my number of traps 10 
times,” he says, “I didn’t increase 
my catch 10 times but it did in- 
crease my profit tremendously.” 
Hence his advice to contestants: 
“Send an entry a day, our Prize 


Winners say.” 


Oldetyme Distillers, Inc., is hav- 
ing a lot of fun with a “Green River 
Left Hander Club,” complete with 
charters and all that sort of thing. 
It seems that the honorary presi- 
dents of various “chapters” are fel- 
lows named Bill and Tom and Jerry, 
who preside behind long. shiny 
counters at which drinks are some- 
times dispensed 

As an example of the ultimate in 
quick results from advertising, we 
give you the following two consecu- 
tive personal notices in the classified 
columns of the Chicago Daily News 


the other day: 

TO who it mav concert Ia 
rry for everything I ever did t 
hurt “ar neata tin invwher 

Sigr 1 W.C.R 

ANSWERING W.oCLR (Commu 
ite vit isters Alma and Rose 
Number in telephone book 


If you want to know where the 
advertising center of the world 
consult the new Waldorf - Astoria 
“advertising reference 
hub of it all, it seems, is the Wal- 
dorf men’s bar, and from 
radiate out lines to “some 500 organ- 


is, 


map.” 


izations engaged in advertising, pub- | 


lishing and related activities.” 
an interesting map, but 
news to thousands of 
hard-working space, time, premium, 
printing, engraving, photographic 
and gadget salesmen 


It’s 
scarcely 


The | 


there | 


ambitious, | 


No. 1568. This National Market is 
a Year ’Round World’s Fair. 
The Florida Select List has 
issued this survey of gasoline con- 
sumption in Florida in 1938. Con- 
sumption is tabulated by counties, 
| and by months, and sales of leading 
brands are shown. A _ newspaper 
readership chart is included. 


No. 1569. With 
at Home. 
This circulation study, issued by 
The National Geographic Magazine, 
tabulates net paid circulation by 
states (broken down by retail shop- 
ping areas and cities), and by 
A. B. C. merchandising divisions 
Occupations of heads of Geographic 

families are listed. 


the First Million 


No. 1563. Meat Packing—An In- 


dustry in Itself. 


The meat packing industry is 
| shown as a constant market for all! 
types of equipment and supplies in 
this new brochure issued by The 
| National Provisioner. In addition 
to market statistics, the brochure 
| provides details on the publication’s 
editorial coverage of the field, 


reader interest, circulation and s0 
on. 
| No. 1564. A Big City Market. 


In this new market study the 
Lexington Herald-Leader lists te? 
points explaining why Lexington, 
Ky., though listed as a small city 
in population, is a big city market 
Each point is covered in detail im 
the course of the study, with facts 
about the population of the Lexing- 
ton area, retail buying, and agricul- 
tural and industrial activities. 
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New AMA Volume 
Will List All 
Approved Foods 


Chicago, Nov. 28.—The Council 
on Foods of the American Medical 
Association will soon publish a book 
listing all food products approved 
by the council up to September of 
this year, it was learned today. 

The book will be the first of its 
kind issued by the AMA and will 
be designed for laymen as well as 
professional readers. In addition to 
listing the approved products, it will 


foods. 

Dr. Franklin C. Bing, head of the 
council, said that an exact number 
of the products to be listed is un- 
available, partly because of the 
manner in which the AMA has 
classified them. Vitamin D milk, 
for example, is regarded as an in- 
dividual product for each dairy 
producing the milk. 


Agency for Canova 

Canova Products Company, Jer- 
sey City, N. J., has appointed Lewis 
& Tokar, Newark, as agency. 


Norton Jacobs, formerly produc- | 
tion manager, has been appointed 
assistant account executive of Emil 
Brisacher & Staff, San Francisco. 
Clark Pettit, formerly with Sears, 
Roebuck & Co., has been named 
'production manager, and Malcolm 
| Dewees, formerly Pacific Coast 
manager of Kelly, Nason & Winsten, 
heads the publicity department. 


Righter with Petry 


Volney F. Righter, formerly on 
| the sales staff of WOR, has joined 
| the sales staff of Edward Petry & 
| Co., New York. 


| 


| 
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The Salt Lake Market is unique. Despite its vast area, it is 


as tightly unified commercially as if it were one city. 
yardsticks enable you to size it up in familiar terms: 


Je 
These 


804 874 [BALTIMORE 


— City Zone = 


785,974 
781,188 


SALT LAKE MARKET 


[ BOSTON-—City Zone | 


669,817 [PITTSBU 


RGH — City Zone 


$222,948,000 


| NEWARK — City Zone | 


» 220,947,000 


216,687,000 | CINCINNAT 


SALT LAKE MARKET 


| — City Zone | 


210,593,000 
$393,979 000 
363,571,000 


[KANSAS CITY, MO. = Gity Tone | 


SALT LAKE MARKET 


| SEATTLE 


= City Zone | 


359,037,000 
235,625,000 | 


11,820 
11,244 
11,050 
10,342 


[ PROVIDENCE - City Zone 


[| OAKLAND ~City Zone | 
| BOSTON-CityZone | 
| INDIANAPOLIS — City Zone | 


The Salt Lake Market is substantially 
The Salt Lake Tribune-Telegram. 


served by one 


The importance 


newspaper medium, 


of the market. and 


the dominant coverage of this newspaper make The Tribune-Telegram a 


logical “A 


schedule medium. 
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The Salt Lake Tribune Salt L 


MORNING AND SUNDAY 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


Member, 


ON 


184,624 


y PEOPLE . 


A 


ake Telegram. 


EVENING ONLY 


Color Representatives: 
ASSOCIATED WEEKLY 


IT'S ONLY A DUMMY'S HAND 


Lifelike qualities are attributed to sculptured figures produced by means of 
the new Lifeply process. 


Sculptured Figures 
Get Employment 


in Advertising Art 


Natural Qualities Em- 
phasized in Application 
tye LA) 

of "Lifeply 

New York, Nov. 28.—A new pro- 
for advertising display purposes, 
which is already being used by lead- 
ing New York department stores 
and by several national advertisers, 
is now being marketed on a more 
extensive basis ky Jan Norriss 


The figures, which range from 
less than a foot to full size in height, 
bear the trade name Lifeply. Mrs. 


| Studios, Inc. 


|Norriss, who developed the process, 


has been granted patent protection 
on her invention. Mass production 
methods are being introduced, and 
numerous orders are said to be 
awaiting fulfillment. 

The natural qualities of Lifeply 
figures are said to offer many ad- 
vantages over sculptured models 
hitherto available. Fingers can be 
curled at will to suit any particular 
purpose, cosmetics may be applied, 
and natural facial expressions are 
possible by merely manipulating the 
pliable substance. 

Used in National Copy 

Knox Hat Company, Talon, Inc., 
and Helena Rubenstein, Inc., are 
among the companies which have 
already used Norriss figures in ad- 


vertising. Talon used a set of models | 
maga- | 


for a campaign in national 
zines earlier this year. 
According to Albert S. Whidden, 
who recently left Curtis Publishing 
Company to become sales director 


of Norriss, conventional models used 


in department store window dis- 
plays are heavy and place such un- 
usual strains upon the garments 
with which they are adorned that 
the clothing is ruined. Shoes break 
under the heavy weight of the mod- 
ls, for example. A different model 
is needed for each different purpose 
Lifeply figures are much lighter, 
are pliable, and can be animated 


One hosiery manufacturer has 


| ordered an electrically operated leg 
| with which to display his product 


Hairdressers are about 
being able to sculptured 
models which can be changed to dis- 
play different hair styles, and cos- 
metic companies are ordering hand 


enthusiastic 


secure 


and head models for the advertis- 
ing display of their products. 
Lifeply models have other uses 


Count the 


ee66e 


outside of display advertising. Stage 
designers are seeking small scale 
models for preliminary theater sets, 
statuary can be used in Hollywood 
as a substitute for live “stand-ins,” 
photographers can use Lifeply fig- 
ures as models, and college and 
school physical education classes can 
use them to demonstrate correct 
posture. 


Newspaper Groups 


Name Dougan & Bolle 
Dougan & Bolle has been ap- 

pointed national advertising repre- 

sentative of Arkansas Dailies, Inc., 


| : |Mid-South Dailies and Southwest 
cess for making sculptured figures | 


Dailies. Mid-South Dailies is made 
up of Tennessee and Mississippi pa- 
pers, and Southwest Dailies of 
those in Oklahoma. 

The group, rather than the repre- 
sentative’s names will be used. J. G. 
Ashenhurst is Chicago manager; 
Ronald C. Schmitz, New York man- 
ager, assisted by Bert Anthony; and 
Robert M. Glass, Detroit manager. 
Ken W. Howard, until recently 
Western manager for Theis & Simp- 
son Company, has become general 
manager of the groups, with head- 
quarters in Memphis. C. H. Bryson 
is Oklahoma City manager. 


Introduces New Ale 
Christian Feigenspan Brewing 
Company, Newark, has begun an 
introductory campaign for its new 
product, Brilliant Brown ale, in 15 
newspapers in metropolitan New 
York, New England and New Jer- 
sey. Insertions will continue 
through January and will be sup- 
plemented by point-of-sale mate- 
rial. E. T. Howard, New York, is 
the agency. 


KAUFMANN & FABRY CO. 
425 S. WABASH AVE. + CHICAGO 


TELEPHONE * HARRISON 3135 
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Food Advertisers 
to Answer Queries 


Posed by Consumers 


See Opportunity for 
Cementing Relations 


with the Public 


New York, Nov. 29.—Seeking to 
establish a closer relationship be- 
tween its own industry and con- 
sumer groups, Associated Grocery 
Manufacturers of America has un- 
dertaken to compile answers to 
those questions on food production | 
and distribution which consumers | 
ask most frequently. A survey the | 
already been made to determine the 
questions, and answers are being | 
sathered from AGMA members. | 

This activity, directed by Paul S. 
Willis, association president, grew 
out of the suggestions submitted to 
the annual AGMA convention here 
recently by the consumer relations 
committee. 

Data secured in the study, both as 
to the most popular questions and | 
to the best answers to them, will be 
supplied to spokesmen for the in-| 
dustry for dissemination at con- 
sumer meetings. 


Cost of Advertising 


Some of the questions, to which 
best answers are being sought from | 
AGMA members, are the following: | 
“Is there profiteering in business; | 
how much do consumers pay for} 
advertising, how does advertising | 
function and how does it benefit the | 
consumer; and what are manufac- | 
turers doing to help the consumer | 
shop intelligently?” 

Other questions revealed to be 
uppermost in the minds of consum- | 
ers are: “Why does the average 
manufacturer shy away from fac-| 
ing the consumer movement; in 
what way will the new food and 
drug law benefit the consumer; 
what about the honesty of contests; 
can or do manufacturers fix prices; 
what is the consumer’s yardstick of 
quality if she departs from the ad- 

tised brand; and what about sub- 
titute selling?” 


Trend Toward Cooperation 


Mr. Willis expressed the belief 
that there is a trend toward closer 
cooperation between consumer 
roups and manufacturers. This be- 
lief has been strengthened recently 
y the numerous invitations he has 
received to express the viewpoint 
! the grocery industry before meet- 
ngs of women’s groups. 

One particularly gratifying atti- 
tude was reflected when Mr. Willis 
ike before the New York State 
ederation of Women’s Clubs at 
Rochester recently. Granted an 

r and a half for his remarks and | 
question period following, his 
teners were so interested in get- 
‘ing an insight into the food busi- 
that he was asked to return at 


KF 
I 


“ll 


the close of the day’s program for 
further discussion. He was on the 
platform for three hours and ten 
minutes all told, and more people 
were present for the second un- 
scheduled session than before. 


Grace Changes Name 


Julian A. Grace Advertising 
Agency, Detroit, has changed its 
name to Grace Advertising Agency. 
New quarters have been taken in 
the Fox Theater bldg., the tele- 
phone number being Cherry 8317. 


Maule Names Roden 


Wm. Henry Maule, Philadelphia 
seed house, has appointed Lincoln 
Roden, Inc., Philadelphia, to handle 
a newspaper, farm paper and mag- 
azine campaign. 


rr ‘ ° £ 


OMPLETE coverage of New England in one 
night is NOT a Christmas legend. Advertisers 
using the Yankee Network do it every night! 


Your sales message can 
of New England homes in 


trading areas that make up the complete six-states 
market—the market where total accountable in- 
come is $568 per capita, or 18.6°% higher than the 
national average. It will be a welcome quest in these 
homes because of loyal listenership to the Yankee 
Network's 18 local stations. 

It is this kind of acceptance—this kind of cover- 
age that builds sales volume. These advantages are 
obtainable only thru the Yankee Network. 


Connecticut Plans 


$60,000 Budget 


Boston, Nov. 28.—Connecticut, 
by is desirous of joining the ranks 
of promotion-minded states, it was 
revealed here last week during a 
meeting of the 15th New England 
Conference, when Sidney A. Ed- 


cently organized Connecticut De- 
velopment Commission, said that 


for a two-year program. 
Mr. Edwards said that this amount 


tions and funds raised from private 
sources. The proposed campaign, 


covER! 


be a quest in thousands 
all of the 18 important 


WNAC Boston 

WTIC Hartford 

| WEAN Providence 
WTAG~ Worcester 
Wwicc \Bridgeport 

iNew Haven 

WNLC New London 
WCSH Portland 
WLBZ_ Bangor 
WFEA Manchester 
WSAR Fall River 


WNBH_ New Bedford | 
WHAI Greenfield | 
WBRK Pittsfield | 
WLLH {Lowell | 
|Lawrence | 
WLNH Laconia 
WRDO Augusta 
wcou | Lewiston 
/ Auburn 
WSYB_ Rutland | 


THE YANKEE NETWORK, INC. :: 


EDWARD PETRY & CO., INC., Exclusive Sad Sales Representatives 


Two-Year Drive on 


wards, managing director of the re-| 


the state had appropriated $60,000) 


‘Macbain Joins Duffy 


may be supplemented by contribu-| 


he added, will be designed to pro- 
mote all of the state’s facilities in 
industry, business, agriculture and 
recreation. 

More definite plans will follow an 
intensive study of development pos- 
sibilities which is now under way. 
In discussing the program, Mr. Ed- 
wards emphasized the work done 
by other states. Connecticut, he 
said, is feeling growing competition 
from at least 26 states which al- 


ready have similar programs under | 


way. These 26 states are said to 
have spent an estimated $3,000,000 
for promotional purposes in 1938. 


Merle Macbain has 
Duffy, Inc., 
publicity. 


joined Jim 
Chicago, as director of 


Faulkner Advanced 


Frank H. Just, publisher of the 
News-Sun, Waukegan, Ill., has an- 
nounced the appointment of Ed- 
mund A. Faulkner as promotion 
and national advertising manager. 
He succeeds T. Hobart Hoye, who 
has joined a food chain. The News- 
Sun will inaugurate a complete 
merchandising service for national 
advertisers. 


“Produce Review” Splits 


After 44 years as a_ weekly, 
American Produce Review, New 
York, will be divided into three 
monthlies, effective Jan. 1, 1940. 
The new papers will be American 
Milk Review, American Butter Re- 
view and American Egg & Poultry 
Review. 


BROOKLINE AVENUE 


» BOSTON, MASSACHUSETTS | 
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Show Effect of 
Rising Incomes on 
Specific Foods 


Tomato Juice, Lemon 
Volume Stimulated as 
Wages Rise 


New York, Nov. 29.—The effect 
of rising incomes on movement of 
specific food products has been cal- 
culated for the first time by the 
American Institute of Food Distri- 
bution. The base figures used were 
from two studies by the Bureau of | 
Labor Statistics: “Money Disburse- | 
ments of Wage Earners and Cleri- 
cal Workers in Five Cities in the 
West North Central-Mountain Re- 
gion, 1934-36,” and “Money Dis- 
bursements of Wage Earners and 
Clerical Workers in the North At- 
lantic Region, 1934-36.” In these 
studies, the government broke 
down food expenditures for 194 
specific items during a week’s time. | 
The Food Institute multiplied the | 
weekly figure by 52 without regard | 
to seasonal variations, to illustrate 
how the dollar volume of food pur- 
chases rises as income is lifted. 

The figures indicate that canned 
asparagus is generally considered 
a semi-luxury, and that a large in- 
crease in purchases attends im- 
proved income, though important 
variations in the trend were noted 
in some cities. String beans are 
less susceptible to higher buying 
power. Canned pineapple has be- 
come more or less of a staple and 
responds slowly to changes in in- 
come. 


Markets Are Spotlighted 


Dried raisins are usually bought 
in largest quantities by low-income 
families, and an addition to the 
pocketbook seems to hurt, rather 
than help sales. Fresh lemons were 
directly affected for the better by 
improvement in buying power. 
Fresh oranges have also become 
more or less permanent items on 
the family menu and reflected less 
improvement when incomes were 


raised. | 

Purchases of fresh grapefruit | 
doubled with each upward step of 
a family’s income. Canned fish is | 


often considered a staple for low- | 


income families and volume in- | 
creased slowly with larger income. | 
Increased purchases. of 
peas were 
income rose, leading the Institute to 
believe that physical volume re- 


mains about the same and that the | 
jump in dollar volume results from | 


the purchase of better grades. 
larger incomes, significant 

variations were noted, with 
Twin Cities spending the largest 
sums of the six cities studied 
Canned tomatoes were in the same 
bracket with dried raisins, volume 
declining in some cases as incomes 


$317,295,000.00 
RETAIL SALES 


in the 


Memphis Market 


Bigger than the combined 
retail sales of 


NEVADA 
IDAHO 


NEW MEXICO! 


BIG 
COTTON 


CROP! 
NBC WM C 5000 Watts Day 
RED 1000 Watts Night 


Memphis 
Owned and Operated by 


THE COMMERCIAL APPEAL 


Nationa! Representative The Brasham Company 


canned | 
relatively constant as | 


While canned corn responded to | 
local 
the | 


—— 
a 


come group appear to be the larg. 
est buyers of lard, while purchasing 
of vegetable shortening is heavier as 


rose. Tomato juice volume in-| strictly a luxury product, pur-| there is some increase as incomes 
creased rapidly with larger income. | chases in the lowest income classes | improve. 


Canned dried beans benefited to aj| being negligible. Canned peaches, | Rich Eat Salads 


limited extent from improved cir- | however, seem to be regarded as a incomes improve. — Salt Lake City 
cumstances, apparently being fa-| necessity in low-income homes. | Mayonnaise and salad dressings provides an exception to this rule. 
vorites with families in low and| Even this product, however, re- | are dependent on families in com- ——$— 


high-income ranges, and neglected | flects improvement in income. In- | fortable financial circumstances, 
by those in the middle brackets. | creases in buying of canned pears | Which are the chief buyers of leafy 
: |is nominal as between the lowest | vegetables. Rice is the food of the 
and middle groups, a real advance | poor, but New York provided a 
While buying of canned tomato! not appearing until the higher in- | sharp exception to the generality. 
soup is spotty, high income families | come bracket is reached. | Potatoes are bought by every family 
are the largest purchasers. On the| Expenditures for coffee vary|and consumption apparently does 
other hand, low-income families | widely in different cities, the Insti- | not hinge on the size of the purse. 
apparently buy more than those in| tute concluding that most of this is | Dried beans fail to develop volume 
the middle class. The latter is the | accounted by the higher prices paid | from the middle or higher brackets, 
largest buyer of canned apricots. | by the well-to-do. Purchases of | depending almost exclusively on the 
Purchases of canned cherries in- | bread and other baked goods rise | lowest income class. _ | tions WHK-WCLE, Cleveland, with 
creased only slightly as incomes| with each advance in income. Dif-| Butter consumption increases in| which he spent seven years. He is 
reached the higher marks. | ferences in purchases of ready-to- | almost exact ratio to income ad- a veteran of the field, having 
Canned grapefruit appears to be|eat cereals are less marked, but | vances. Families in the middle in- | started with WTAM in 1923. 


Compton Adds Ralston 


Gilbert Ralston, formerly with 
the electrical transcription depart. 
ment of the National Broadcasting 
Company, has joined the radio de. 
partment of Compton Advertising 
New York, as a program director, 


Anomalies in Buying 


Vorpe Resigns 


John T. Vorpe has resigned as 
advertising director of radio Sta- 
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HERB’S still a lot about them that’s mysterious. 

But enough is known already to fore-shadow some 
stupendous changes in the art of raising our forests 
and our foods. 

The name they travel under is an odd one. They're 
called the F; Hybrids. Technically, they are simply 
the first generation offspring of two varieties of the 
same plant ... crossed under special and somewhat 
involved circumstances. 

For instance, you can take two strains of grain 
sorghum yielding only 42 and 80 bushels of seed per 
acre, respectively... and get from them an F, Hybrid 
seed that will yield 147 bushels to the acre. 

_ Or again... don’t be surprised to hear before long of 
trees grown to 10-inch diameter, suitable for paper mak: 

‘Ing, in a decade instead of the accepted 30 to 40 years. 
’ Also ...watch for phenomenal doings in hybrid 
corn, and alfalfa, and strawberries, and lots more to 
come...for this whole, cockeyed, marvelous new race 
of giants in the earth is just getting under way. 


raf) Country 


NATIONAL SPOKESMAN 
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Offset Lithography 
to Produce New 
Hartford Daily 


Hartford, Conn., Nov. 28.—The 
Hartford Newsdaily, a new evening | 
newspaper to be printed by offset 
lithography, will be launched here 
early next year with numerous edi- 
torial innovations planned. 

About 50 per cent of the editorial 
content of the paper will be pictures, 
including graphic treatment of the 
type popularized by the picture 
magazines. The paper will be en- 
tir’ ly staff written in a conversa- 
tional vein, and will contain no fea- 
tures of any kind. There will be 


torial page. 

| Leader of the publishing group is | 
|Bice Clemow, formerly editor of 
| the press section of Time, and New | 


the Express of Monahans, 
| Tex., is believed to be the only 
daily now using offset. A 50 per 
cent sav ing in initial cost, and 25 


'York picture editor of the Associ-|per cent in operating expenses, is 


ated Press. 
| the financial backing for the under- 
taking will be obtained locally. In- 
corporation papers will be filed here 
Dec. 1. 


| Publication Was Delayed 


Publication was to have started 
\this year, but a delay has been 
forced by the postponement of de- 
livery of the offset press to be used. 
The new paper has been designed 
by Eleanor Treacy, former art edi- 
tor of Fortune. 

Although several Western week- 


At least 75 per cent of | claimed for the process. 


Among Mr. Clemow’s associates 
is Arthur Newmyer, Jr., son of Ar- 
thur Newmyer, associate publisher 
of the Washington Herald-Times. 
The younger Newmyer was for- 
merly on the advertising staff of 
that paper. The Katz Agency, New 
York, has been appointed national 
representative. 

The Newsdaily will compete with 
the Times, a Gannett property, in 
the evening field. The other Hart- 
ford daily, a morning paper, is the 
175-year old Courant. 


no comics, no columnists and no edi- | lies use the offset lithography pro-| FCC Authorizes 
| cess, 


Two New Stations 


The Federal Communications 
Commission has authorized con- 
struction of new radio stations at 
Vincennes, Inc., and Ashland, Wis. 

Vincennes Newspapers, Inc., will 
operate a 100-watt station, while 
WGMS will construct another 100- 
watter. 


Form Totaline Company 


Totaline Company has_ been 
established at 1315 F street, N. W., 
Washington, D. C., to manufacture 
Totaline, new ad-measuring device 
said to save four hours of every 
five previously spent in agate-line 
measurement of advertising space. 
Norman R. Gorman is sales man- 
ager. 


There was an article about these new vegetable’ 


giants, by J. Sidney Cates, in a recent Country © ‘3 i 


Gentleman. Same issue, in fact, with that electrifying ? 
article on artificial insemination of livestock. And the ee 
important news on Grassland Farming. And the diss. jeer" 
cussion of horse sleeping sickness, called Encephalo- 


myelitis. And a dozen or so other meaty piecesof 


varying lengths. And some 20 pages of women’s de-..8% : i 


partments. And four slick pieces of big- tim fiction e 


by big-time writers. 


And ... if we may say so before we close. .. Gf Vi 


°. 


think a magazine that talks livelihood with this much ~~ Yi 
volume and authority, to over 2 million families, “~ © / 


and has a record for never having failed to get action — 
for ideas in its pages . . . is anything Jess than’a 
number one advertising power, then you must be ™ 4 // 


slightly teched in the haid. 


Which, of course, you’re not, as you can prove at 
any time by pointing to those advertisements you’re 


running regularly in Country Gentleman! 


GENTLEMAN 


FOR AGRICULTURE 
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SETUP FOR SANTA 


Larus Bros. sponsors this Edgeworth dis- 


play, featured by  three-dimensional 
treatment with brilliant whiteness set off 
by blue glass decorations and a red 
ribbon carrying the sales message. Ein- 
son-Freeman Company was the producer. 


Seaboard Line 
Geared for Record 
Florida Season 


Norfolk, Va., Nov. 29.—Indica- 
tions pointing to a marked increase 
is Florida traffic this winter were 
spotlighted this week in newspaper 
advertisements of Seaboard Air- 
line Railway, announcing the inau- 
guration Dec. 1 of a daily service 
to Southern resorts. The company’s 
business from early visitors is at 
its highest point since 1926. 

Keeping abreast of the new serv- 
ice, insertions in the campaign are 
appearing almost daily in New York 
newspapers and at less frequent 
intervals in 40 other dailies along 
the Atlantic coast and as far west 
as Pittsburgh. Copy seeking the 
patronage of returning travelers is 
scheduled in Florida newspapers, as 
well as in Atlanta, Savannah and 
Birmingham. 

Faced with heavy competition 
from steamship companies, airlines, 
buses and other railroads, Seaboard 
avoids trying to sell Florida and 
concentrates its copy on the virtues 
of its speedy streamliners. Beauti- 
ful silver trains, Diesel-powered 
locomotives, buffet-lounge cars, re- 
clining-seat coaches and other com- 
forts are emphasized. The cam- 
paign, which will continue until 
March, is handled by Caples Com- 
pany, New York. 


Barcalo to Hoffman 


William Hoffman & Associates, 
Chicago, has been named to handle 
the advertising of Barcalo Mfg. 
Company, Buffalo, N. Y., maker of 
tools, gliders, bed springs and mat- 
tresses. 
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Voice of the Advertiser 


This department is a reader’s forum. 


Old Age No Problem 
For Lady Hamilton 


To the Editor: If the dates 
given by Mr. H. A. Moore in his 
interesting discourse on Lady Ham- 
ilton (Voice of the Advertiser Nov. 
27) are correct, I think that she 
was, indeed, “quite a gal,’ not so 
much because of her immoral char- 
acter as her unbelievable fecundity 
at the tender age of 85. 

Checking the dates still further, 
we find that when she was 68 
years old, Sir William Hamilton 
was so “captivated by her great 
beauty” that he made her his mis- 
tress. 

Taking all this into account, we 
were rather surprised that she only 
lived to be 99. 

Typographical error?—could be! 

H. WILLIAM Cox, 

Sullivan Machinery Company, 

Michigan City, Ind. 

[Editor’s Note: Mr. Cox’s eye is 
better than ours was last week. 
Lady Hamilton was born in 1763, 
not 1716.] 


Recalls “Orchid” Copy 
Appearing in 1937 

To the Editor: I do not know 
who originated the idea of “Orchids 
to You” in connection with adver- 
tising, but when I saw the first of 
the Texaco oil ads, which were 
referred to in Mr. George Wasey’s 
letter that you published in the Nov. 
20 issue, I was forcibly reminded 
of another advertisement. 

This was prepared by the Oak- 
leigh R. French advertising agency 
of St. Louis for Carter Carburetor 
Corporation and used in the auto- 
mobile show issues of November, 
1937, which is nearly two years 
prior to the present use of this 
theme in the Texaco and Plymouth 
advertising. 

Mr. French prepared a beautiful 
color plate for this client in which 
the orchid was produced in _ its 
glorious colors; so if anyone is to 
receive credit for priority for origi- 
nating this idea, it seems as though 
Mr. French should be considered. 
The headline in Mr. French’s ad- 
vertisement was: “An orchid to the 
automotive engineer.” 

JOHN V. HUNTER, 
Motor Service, Chicago. 
vvwyY 


Claims Sex Appeal 
Is Still Important 


To the Editor: I was interested 
in the story in the Nov. 27 issue 
which reported Mark Wiseman as 
saying that men are no longer in- 
terested in sex appeal in advertis- 
ing. 


The analysis-minded Mr. Wise- 


man is only one out of 120 million 


and this advertiser wonders by 
what percentage he bases the fact | 
that men don’t fall for the old S. A. 
in advertising. Here is a_ broad 


bold statement that is a challenge. 


Maybe his analysis shows it that 


way, but mine shows it the other | : : 
way. Who is right? | in advertising and the relationship 
I defy any man to say that he|” commercial art generally and 

ISN’T influenced by the old leg layout in particular to advertising, 
showing a nice silk stocking, or |=" 
those ultra shadow-lighted nudes HOPE FOR FUTURE 
that just automatically cause the 
chair to tilt back another 15 de- 
grees. Yeah man! 

KarL G. HUNTLEY, 

Dayton, O. 
vyvyY 


Spartan Aeronautics 
School Has New Series 
To the Editor: In 


view of the} 


FIREMAN SAVES SPIRITS 
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Cheerful—Anywhere 
To the Editor: Attached is a 
page from the Louisville Courier 
Journal. It shows that it is possi- 
ble to remain cheerful with our 
client’s Oertels "92 beer—on the top 
floor of a burning building—from 
which a Royal Crown fireman is 
rescuing a beautiful blonde. 
M. R. KOPMEYER, 
M. R. Kopmeyer Company, 
Louisville, Ky. 
~ e 
“Interne” Idea Adapted 
to Course in Layout 
To the Editor: I was very 
interested in the story of the 
terneship” plan 


| cially so because the 
|of a course in layout which I am 
directing. 

| This course 
School of Art. It is, I believe, an 
academic type of art school, 
ning two years. 

Instead of the usual relationship 
of pupil, teacher and schoolroom, 
there is an air of the agency or art 
studio here, with the layout man 
| working on real, 
| tising problems and assisted by the 
more experienced art director. 
Starting, first, with a thorough pre- 
view of the advertising business 
itself, the various media involved 


run- 


Se SASS. ans sie ees Caraasiee | 


considerable r_-w ity the past few | r <= | Pesenem cumriates senLenss 
years on what the college stude nt | =i Say See vam Ee ePTFE 

is going to do after he leaves col-| iN hon 

lege and in connection with the 

great demand today for trained Deum ae ew tem cumnes 
personnel in the aviation industry, | *VATIWAT SPARTAN 


we believe the three attached adver- — . 
tisements of a new series now ap- 
+ g , r Cc t he Sparti 
o Seal Paes oan , a partan | WOME OF THE BAWE PATROL 
Scnoo oO Acronautics, Oe! i new Milar j 
| 
appeal in school advertising. Soe, 7 
STANLEY J. EHLINGER, eee ee ee 


Stanley J. 
ing, Tulsa, 


Ehlinger Advertis- 


Okla 


Letters are welcome. 


much | 

“in- | 
sponsored by the | 
| Chicago Federated Advertising Club 
and Northwestern University, espe- | 
objectives 
land method closely parallel those 


is one of those of- | 
\fered by the Chicago Professional | 


entirely radical departure from the 


every day adver- | 


the student goes through a grueling 
two year course of good, practical 
training just as though he were 
being paid for it, instead of the 
reverse. 

During this time he learns a lot 
about advertising, what it is, what 
it does, what it costs; about the 
agency, its organization and how 
it operates. He gains an apprecia- 
tion for the other fellow’s job and 
his problems. A great amount of 
stress is laid on the selling aspects 
of a layout, the layout man’s ability 
to analyze a problem, plan and ex- 
ecute a custom-built answer in lay- 
out form worthy of the selling in- 
corporated in the copy job. He is 
taught that there is a lot more to 
a layout than just the aesthetic or 
the artistic. 

He also learns that a layout for 
a job of advertising, like the plans 
for a job of building, must be based 
on a thorough analysis of the job 
from the standpoint of its objec- 
tive, it must be executed within 
certain mechanical restrictions and 
usually within a budget. 

The best proof of success which 


FACTO 


4 TOP-S TATION IN 


|we can offer is somewhat para- 
doxical. Only one student out of 
14 finished the entire two years. 
Aside from three who were forced 
out because of financial conditions, 
the remainder all obtained jobs 
before completing the term. The 
one who did finish the two years 
also landed a good job. 
DoucLas M. SMITH, 
Edward L. Sedgwick Company, 
Chicago. 
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Legal Victory Followed 
Schick’s Changed Policy 


To the Editor. Your two recent 
stories on Schick Dry Shaver, Inc., 
puzzle me. The first, quoting 
Ralph J. Cordiner, president, de- 
scribed Schick’s revised manage- 
ment policy of concentrating on 
sales, not competition, and thus re- 
gaining the dominant position in 
the industry. 

But the second, which appeared 
last week, reported that Schick’s 
patent victories in the courts had 
removed 15 competitors! 

Gentlemen, if it’s a joke, I don’t 
get it. Maybe I’ve been planning 
my employer’s advertising along 
the wrong lines, but so far, it hasn’t 
removed any competitors. 

WILLIAM A. Brown, 
Chicago. 
[Editor’s Note: Mr. Brown’s com- 


ps THAT MAKE 


ment is interesting. Deeper an. 
alysis, however, shows that Schick's 
policy revision regained first place 
for the company before the com. 
petitors later referred to had beep 
“removed.” The lawsuits were ap 
anti-climax to a policy which hagq 
already been proven successful. | 
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Percentage Puzzle 


To the Editor: My slide rule 
might be wrong but 95% of 159 
equals 142%. Sorry I can’t write 


a eee TONIGHT 
rr.’ SCREWBALLS HOLD inGH CAmvat 
5 New, Spectacular 

Musical-E xtravaganza 


A NIGHT AT THE 


BEST | 


NIGHTS gH NO, HIGHER 


SEATS 1S SATS won 


more but I’m off to see the half 
man half woman that the adver- 
tiser on the attached failed to pro- 
mote. 
WALTER H. HOPKINs, 
Purity Bakeries Service Cor- 
poration, Chicago. 
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WATTS THAT DO THE WORK OF 50,000 


Four important factors contribute to the remarkable dimensions 
of the WNAX primary area (as outlined in the 1938 CBS Listen- 
ing Area studies). Here they are: 


Frequency of 570 ke—and excellent separation from other 
570 stations. Nearest is Fort Worth, Texas. 


to 


A widening band of soil of A-1 conductivity which acts 
as a natural path for the WNAX signal. 


WNAX is the only 
CBS station between Minneapolis and Denver—between 
Omaha and Canada. 


3. Absence of competitive radio service. 


But, it takes buying power to make a radio station a good buy. 
Here are more important reasons why your program should be 


on WNAX. Among all Columbia stations WNAX is 


A Cowles Station First in Rural Population......... 3,136,320 
5,000 Watts L. S. Sixth in Total Population......... 3.837,323 
1,000 Watts Night Seventh in Radio Families........ 750,530 
CRBS Fifth in Passenger Cars........... 879,625 
‘n Ninth in Retail Sales............. $891,566,000 


Represented by 
The Katz 


Agency 


With its 5,000 Watt rates, WNAX is a good buy. 
you sell your products profitably. 


It can help 


aanio STATION WAX 570 ON THE OVAL 


Studios-WNAX Building, Yankton - Orpheum Building, Sioux City 
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pciety, Boston, succeeding Roland R. | 
Harrison, who has been appointed 
administrative editor of Christian 
Science Monitor. 
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Four Masterful Four Join NNPA 


| 


Salesmen PutOn | 


a Dazzling Show | 


Louisville, Ky., Nov. 29.—The 
presence of Joe Louis, Jack Demp- 
gy, Jack Johnson and John L. 
Sullivan in the same ring would 
probably have produced results no 
bombastic than the verbal 
sponsored here this week 
by the Insurance Field, through 
the medium of an innocent-looking 
yok of 96 pages, entitled, “It’s 
Easy to Sell.” 

The contents of the book, hailed 
as the combined wisdom of “four 
master salesmen,” was offered as a 


more 


barrage 


stimulus for insurance salesmen. 
Participants in the symposium 
were Vash Young, life insurance 
producer extraordinary; Elmer 


Wheeler, who convinced a nation to 
sell the sizzle, not the steak; Tom 
Nelson, dean of the Dale Carnegie 
Institute; and Zenn Kaufman, the 
lad who tosses hammers and breaks 
dishes to demonstrate what he 
means by showmanship. 

Although containing a consider- 
able amount of inspirational guid- 
ance, the book is geared specifically 
to the needs of insurance selling. 
Copies are $1 each. 


Dowd Expands 


John C. Dowd, Inc., Boston, has 
added the following to its staff: 


Edward A. Malloy, formerly pro- | 


motion manager of Hearst News- | 
papers in Boston, copy chief; | 
Jeanne Martinez, formerly assistant | 


advertising manager of Waltham 
Watch Company, copy staff; Ruth 


A. Glover, formerly with Jordon 
Marsh Company, copy staff, and 
Paul V. Quinn, art director. 
WIS Changes Ownership 
Station WIS, Inc., operating a 
radio station in Columbia, S. C., 
will go into voluntary liquidation 
and its charter will be surrendered 
so that operation of the station can | 


be taken over by Liberty Life In- | 
surance Company, Greenville, S. C., 
principal stock owner. The trans- 
fer has been approved by the Fed- 
jeral Communications Commission. 


| 
| 
| 


A. W. Norton Appointed 

A. Warren Norton, associated for | 
the last 17 years with O’Mara & | 
Ormsbee, newspaper representative, | 
as been named manager of the 
Christian Science Publishing So- | 


Wiley Opens Agency 


Walter W. Wiley has opened an 


Fai ney at 1472 Broadway, New 
Yor He was with Robert St. Clair 
Company, New York, during the 
past year, and for the previous ten 
ye Was with Albert Frank-Guen- 
ther Law, New York. 


Joins Dickie-Raymond 
Phvyilis Lowe, formerly advertis- 
nager of Lincoln Oil Com- 
Boston, has joined’ the 
and planning staff of 


v Raymond Company, Boston. 


a 


A “Sound” Investment 
for 1940: 


WFBR reaches more Mary- 
land ears, more often... . 


WFBR results pay extra 
dividends to advertisers! 


MTIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


The National Newspaper Promo- 
tion Association has added four 
new members. They are J. D. 
Gibens, Albany Herald, Albany, 
Ga.; E. A. Price, director of adver- 
tising, the Herald, Melbourne, Aus- 
tralia; H. I. Jenks, Recorder - Ga- 
zette, Greenfield, Mass., and Alex- 
ander McFeggans, Joshua B. Pow- 
ers, Inc., New York. 


Durham Names Blaker 


Durham Duplex Razor Company, 
New Haven, has appointed Blaker 
Advertising Agency, New York, to 
direct its account. Blaker has 
opened a New Haven office with 
John Barteau in charge. 


Taylor Appointed 


Norman M. Taylor has_ been 
appointed advertising assistant in 
northern California for Tide Water 
Associated Oil Company, succeed- 


Open Book Will 
Identify 1940 
Black Leaf Copy 


Louisville, Ky., Nov. 29.— The 
Tobacco By-Products & Chemical 
Corporation, long noted for its 
ability to find interesting themes 
for a somewhat prosaic product, 
will identify its 1940 advertising of 
“Black Leaf 40,” the most extensive 
in its history, with an illustration 
of an open book on whose pages 
messages of significance to users of 
insecticides will be engraved. 

While a separate series on 
“Bringing up Flowers” will lend 
variety to the advertising, the book 
illustrations will be the outstand- 
ing feature, hooking up campaigns 
in the poultry, garden, fruit, flower 
and other fields. 


In 1934, “Black Leaf 40” adver- 


tising used quotations from poems | characteristic 


small-space copy, 


about gardens and flowers to win | while 4,000 weekly papers, reaching 


attention and give continuity; in 
1935, the language and meaning of 
flowers were discussed; in 1936, 
songs of the flowers were pre- 
sented; in 1937, flowers of the states 
were resurrected; in 1938, the 
favorite flowers of famous persons 
were identified; and in 1939, famous 
gardens of history were the motif. 


Variety of Media 


Protection of flowers will be the 
theme in American Home, Better 
Homes & Gardens, Country Life, 
Holland’s, Household, House Beau- 
tiful, House & Garden, Sunset, 
Town & Country and Your Garden 
& Home. A broader story will be 
related in Capper’s Farmer, Coun- 
try Gentleman, Farm Journal & 
Farmer’s Wife and 30 state farm 
papers. 

Sixty metropolitan newspapers 


having garden pages will get the 


put BUSINESS WEEK 


@ Again in 1939—as in three previous years—Business Week leads 
all general magazines and general business publications in total 
pages of advertising devoted to business products and services. 

Business Week is FIRST in six classifications . . . SECOND in 
five ... THIRD in three... and leads all magazines with a total of 817.10 pages, in 
the first nine months, compared with the next publication’s 679.13 pages. * 


CLASSIFICATION (Listed in order of pages used 
Office Furnishings and Supplies. 


Manufacturer’s Materials and Supplies 


Machinery ... . 


Total Structural (Materials, Fixtures, Systems) 


Banks and Investments ..... . 


Electrical Structural (including Air-Conditioning) 
Insurance for Business Needs ... . . 


Trucks, Trailers and Supplies 


Advertising Media. 


Miscellaneous Services (Advertising Agencies, Engineers, Builders) 


Communications . 
Paper Goods ... 


. . . . . . . . . 


Freight and Industrial Sites. . . . 


a 


*Source: Publishers’ Information Bureau figures first 9 months, 1939 


BUSINESS WEEK - McGraw-Hill Building »- New York City 


Lo 3 


rs to business 


readers whose gardens help to gar- 
nish the table, will also be used. A 
number of business papers, chiefly 
of the dealer variety, are also 
scheduled. A _ separate Canadian 
campaign, embracing general maga- 
zines, farm papers and newspapers, 
is also planned. Campbell-Sanford 


Advertising Company, Cleveland, 
is the agency. 
Macy Promotes Gerard 


Sanford E. Gerard, who has been 
serving as an assistant since Feb- 
ruary, has been appointed art di- 
rector of the advertising depart- 
ment of R. H. Macy & Co., New 
York, succeeding Herbert S. Lenz 
who has joined Look. Mr. Gerard 
was for four years art director of 
H. B. Humphrey Company, Boston, 
and previously was associated with 
Batten, Barton, Durstine & Osborn, 
Pedlar & Ryan and Lord & Thomas. 


BUSINESS WEEK IS FIRST 
BUSINESS WEEK |S FIRST 
BUSINESS WEEK IS FIRST 
BUSINESS WEEK IS FIRST 
BUSINESS WEEK IS SECOND 
BUSINESS WEEK IS FIRST 
BUSINESS WEEK IS SECOND 
BUSINESS WEEK IS THIRD 
BUSINESS WEEK IS FIRST 
BUSINESS WEEK IS SECOND 
BUSINESS WEEK IS THIRD 
BUSINESS WEEK IS SECOND 
BUSINESS WEEK IS SECOND 
BUSINESS WEEK IS THIRD 
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Consumer, Business = 


Have Same Goal, 
Says McClintock 


More Efficiency in Dis- 
tribution Is Aim, Head 
of TAB Asserts 


Kansas City, Nov. 28.—Public 
criticism of advertising is merely al. 
reflection of the public’s dissatisfac- |. 
tion with the business which for-| 
merly provided jobs for all, Miller | 
McClintock, head of the Traffic 
Audit Bureau, New York, declared 
here today during an _ interview 
aired by Station KMBC. Dr. Mc- 
Clintock, who addressed the Kan- 
sas City Advertising Club earlier 
in the day, pointed out that adver- 
tising is the most obvious mani- 
festation of business, hence ready 
prey to enemies of business. 

Essentially, however, business 
men and consumers are striving for 
the same end—more efficiency in 
manufacture and distribution, Dr. 
McClintock asserted. Asked by Neal 
Keehn, special events director of 
KMBC, if there is any real founda- 
tion for a rift between the public and 
business, Dr. McClintock replied 
emphatically in the negative. 

“The consumer movement,” he 
said, “can be said to be a critical 
unrest among the great mass of the 
people who have to buy commodi- 
ties. In a sense, therefore, the con- 
sumer movement is the natural 
outlet for the irritation and aggra- 
vation of the great mass of Amer- 
ican buyers. 


Seek Same Objectives 


“Basically, however 
and the business man are seeking 
to attain the same objectives. A 
business man must of necessity pro- 
duce better goods than his competitor 
and sell them at a lower price, for 
otherwise he cannot hope to win the 
patronage of the consumer. In 
other words, business is a struggle 
to perform the most helpful type of 
service at the lowest possible cost.” 

While he admitted that distribu- 


, the consumer 


tion has not yet caught up with 
manufacturing in efficiency, Dr. Mc- 
Clintock told his audience that at 


least a good start has been made in 
that direction, suggesting that ulti- 
mately one will be the true twin of 
the other. To illustrate the birth of 
science in advertising, an_ indis- 
pensable part of distribution, he de- 
scribed the work of the Traffic Audit 
Bureau. The Bureau, which ap- 
praises the value, or “circulation” of 
every poster in the country, has its 
counterparts in other media, he said. 

The consumer movement, Dr. Mc- 
Clintock said, is a natural reaction 
to the depression. In the “post-war 
inflation,” jobs had been available 
for all who wanted to work. Be- 
cause of the shortage of labor in 
many industries, wage scales rose to 
unprecedented heights. The increase 
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HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 

you'll be glad 
you came. Rooms 


from $3 50 
4 


PENNSYLVANIA Ave.at ith $t.NW 
_ WASHINGTON, D.C. 
C. C. Schiffeler, General Manager 


in mass production and the reduc-| 


tion in the cost of commodities made | 


available to millions of people prod- 
ucts which their 
sidered luxuries. 


Millenium Is Lost 


Then suddenly, with the appear- 
ance of the depression, this radiant 
picture underwent a harsh change. 
Millions were thrown out of work, 
and other millions had part-time 
employment, or full-time only at 
greatly reduced wages. It was nat- 
ural in view of this metamorphosis, 
Dr. McClintock said, that the public 
should begin to question business 
and its processes. Furthermore, he 
asserted, there were in 1929 and still 
are many factors in the distribution 
of goods which deserve criticism. 

Many valuable organizations have 
been formed to crystallize these 
criticisms and searchings, he ob- 
served, while others, less distinter- 
ested, have taken advantage of the 


the air. 


“Some of these,” said Dr. McClin- 


“A clothes-line, maybe,” suggested F. P. A., 


“pin point” ginger ale bubble. 


piano top. “You're wrong, Mr. Adams. 


have heard of it!” 


Clifton Fadiman withunusual delight, 


fathers had con- 


spirit of carping which has been in| 


“What's the Blue Network?” queried John Kieran overa glass of 


Canada Dry. Andwe always thought John knewall the answers! 


taking his eyes off 
the microphone in a determined effort to spear a very elusive 


“No! No!” no'd Oscar Levant, rubbing a tell-tale circle from the 
Now let me think. I 


“It's our network, vou nit-works—I mean, you nit-wits,” said 
“and Jain't Blueabout it!” 


THE CONSUMER GETS THE INSIDE STORY 


Arthur B. Church (left), president of KMBC, Kansas City, exchanges views with 
Dr. Miller McClintock, head of the Traffic Audit Bureau, as part of a broadcast 
on the consumer and advertising. 


tock, “have seen clearly that Amer- | production, 


- ee | 


—— 


prise.” 


-WMCA Promotes Shaw 


Donald S. Shaw, formerly ger. 
eral manager and vice-president ; 
charge of sales, has been appo inted 
executive vice-president of Statio, 
WMCA, New York. He will be ;, 
charge of personnel and station Op. 
erations in addition to supervisip; 
the sales department. 


Named J&J Directors 


H. J. Henry, director of merchap. 
dising, and Paige D. L’Hommedie, 
manager of salesmen, have bee, 
elected members of the board y 
directors of Johnson & Johnsop 
New Brunswick, N. J. 


United Moves 
United Broadcasting Compan 


wide distribution and/| Chicago, has moved to 201 N. Wel; 


ican business as it exists in the} ‘low cost, would have been impos-|street and has opened a recordin; 


United States today, 


Astoria, 


Here 


ticular: 


MEET THE ‘‘INFORMATION PLEASERS”? are all 


never pay on the Blue Network 

The NBC’ers pictured are happy because “I 
long list of Blue successes 
portant two-thirds of the country 


cost nationally! 


for a phone call! 


ee - e 
i suthass 


Farley as guest “expert” the Board (John Kieran, 


came First Anniversary Party 


radio's outstanding quiz show. 


4 /, sat tm 
y Ft ZG 
‘Information Please’ has 


Inthe swanky Grand Ballroom of the Waldorf 


ber 14th, went to a First Anniversary Party 
for “Information Please.” 
are shown some of the pictures taken 
during the festivities. Note one thing in par 


The principals of the “Information Please” 
program . . 
the agency men from the Mathes Company 


advice of opinionated radio “experts” who told them * 
and now hav 


ily, with a far smaller expenditure than would be required for any other network 


one more outstanding proof that you can reach the im 


the “Money Markets” 


The facts we can show you will make you a happy Blue booster! They’re your 


with its large | sible without advertising. They have | studio at the same address. 


the NBC Blue Network, on Noven- 


Everybody's happy. 


. the Canada Dry executives and 
happy because they turned down the 
would 
e increased Canada Dry sales might 


Information Please” 


nformation Please” is another in the 


on the Blue at lowest 


On the aif from the Waldorf-Astoria went “Information Please” the night of November 14th. W ith Js 
Franklin P 
background concentrating on Clifton Fadiman’s (at small table, foreground) queries. After broadest 
. During its year on the air for Canada Dry, * 


NBC BLUE NETWORK 
Die Va Bu G Dit Z 


National Broadcasting Company - A Radio Corporation of America Servic? 


recognized that if they can limit, re. 
strain or destroy the processes ,, 
advertising, they will undermine tp, 
whole structure of private enter. 
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Adams and Oscar Levant) is showa® 


‘Information Please” has be 
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r Continental Steps ee for Rittenhouse | Earnings Oo ‘Hiram Walker-Gooderham Bottlers Seek 


For the year ended Aug. 31, net | E ti f 
of . | Another venture which the com- profit was $5,295,979, against| Fyeamption from 
th Up Linage for pany may extend is the use of car p 


Md $6,284,968 in the previous year. Net . 
ter. . . card advertising, currently being Advertisers sales amounted to $68,325,809, com- Labeling Laws 
Holiday Campaign tested in the Philadelphia area. Al) seme pared with $67,201,413 for the year | 
. . | Paul Lefton is the agency in charge. Brown Shoe Company ended Aug. 31, 1938. Washington, D. C. Nov. 30.— 
Philadelphia, Nov. 28.— Conti- | mon FF pasa 
istilli ati For the fiscal year ended Oct. 31, " Representatives o le 

| rental Distilling Corporation today] py dbook Is Revised ‘net profit amounted to $773,589, ‘International Paper & Power bonated beverage industry con- 
Pt ff ennounced that it would substan-| S1GNGD® any. Brook- | compared with $191,471 in the pre-| For the quarter ended Sept. 30,|ferred informally with officials of 
eee ee ee og eg eg came s’ at: vious year. This is an increase of |net income totaled $635,133, com-|the Food and Drug Administration 
tion fi pape! outdoor and display adver- — cn ma a re of “Handbook | 304 per cent. j}pared with $12,850 in the corre-| here this week to discuss plans for 
paaeamne in progecsiton Ser the holiday | of Informative Labeling * which | isponding period a year ago. For|a hearing on the bottlers’ petition 
Ob» season. containa information on how infor- | George P.. Hormel ‘nine months ended Sept. 30, net in-| for exemption from a statement of 
. November linage in 330 newspa-| mative labels comply with govern-| Report for the fiscal year ended |come totaled $725,301, compared |jngredients on the label. The in- 
vers was increased 30 to 40 per cent| mental regulations and meet con-| Oct. 28 shows net profit of $1,601,-| with net loss of $688,265 for the|qustry contends that such a re- 


and copy and layout has been re-| sumer demands for specific product | 001, compared with $1,031,574 in| frst nine months of 1938. |quirement will work extraordinary 


ised to give greater emphasis to|information. The price of the) 1938. Net sales totaled $60,344,087, | —_—_—_——- hardship on it, without correspond- 
an. {[—the company’s position in the field.| booklet is 50 cents a copy. ‘compared with $56,921,648 a year Joins Osborn, Scolaro 'ing benefit to the public. 
iey Several newspapers in metropolitan SS earlier, an increase of 6 per cent. Siatiek th Waites. Davaaicty aiith John F. Leary, chairman of the 
ra a — — — vai en Perugina to Grattan Pet Milk Company | McCann-Erickson, New York, has | #Ss0ciation, said that his nen yr 
or nl oe iy ig Boe pret rye La Bomboniera, Inc., New York, Net profit amounted to $486,952 | joined the New York staff of Os- | operate under conditions found in 


: F las é inte E : rattan intima dailies 1am. | born, Scolaro, Meeker & Co., news- | no other industry, since they use 
and bourbon; Old Hickory and the Fell ggg gs - ga oe ose Wig ee — a ee | paper representative. He was pre-|returnable containers from neces- 
Cobbs Creek blend. | advertising of Perugina candies, | P@ted with * — _ weet — sap, | Viously in charge of automotive |sity, and these containers com- 
Outdoor posters and painted bul-| Newspaper, class magazines, radio | bet quarter of = a year- | advertising for the New York Her-|monly bear permanent identifica- 
ietins are being used in Pennsyl-| and direct mail will be used. “Ex- | Net sales were $9,992,409, compared | gid Tribune and before that was 
ei, Me vania, Michigan, Ohio and Florida.| quisite is the word for Perugina” | With $7,474,464 in the third quarter |New York representative of Coun- 


tion of contents by annealed color 
| or moulding in the glass. 

jin eA series of new window displays} has been adopted as the slogan. | of 1938. ‘try Gentleman. . . 

nae A : = a: Sees Huge Risk 


“Should new bottles be required 
to conform to the law,” said Mr. 
Leary, “the industry will not only 
lose an investment of many mil- 
lions of dollars in returnable bot- 
tles now used, but will run the risk 
of destruction of good will through 
confusion among consumers as a 
result of the newly required data. 
Use of paper labels, even as a tem- 
porary expedient, seems impossible 
because the majority of plants have 
neither the equipment nor mate- 
rials required for this method.” 

Mr. Leary, however, was particu- 
larly concerned over the dangers 


) y , 
, Grad Vz LA Y tyyl sy 


' first radio anniversary 


: 
i 


inherent in any conspicuous change 
orf. 4 ia Ria 
in lettering on containers. The 
*m- terminology provided by law, he 
rty said, precludes from labeling the 
: , important consumer essentials of 
individuality, quality and service, 
ken Said John Kieran to Major Lohr: “Roy Moore just told me that our program on | and will enable unscrupulous manu- 
yal the Blue has upped Canada Dry sales far beyond his expectations.” “Yes,” agreed | facturers to deceive the public. 
the Major. “At a national advertising cost far lower than any other network's, 
‘ Canada Dry reaches the markets with the spending money on the Blue.” In case ° ° 
se you're curious, we understand the gentleman on the right—Jim Farley, works for Irish Station Starts 
and the U.S. Post Office Dept. Commercial Programs 
anv Eirreann, Irish radio station trans- 
the mitting from Athlone, has inaugur- 
ated commercial programs, accord- 
vuld |ing to information received from the 
ht | Dublin office of J. Walter Thompson 
: | Company. Commercial announce- 
ork, ments are limited to 150 words per 
the | quarter-hour program, and sponsor- 
ship is limited to companies with 
im- factories in Eire. 
ad _ Present commercial shows are 
. limited to the hour of 1:30 to 2:30 
p. m. on Sundays. Some weekday 
vans inoon time is also available for 


sponsorship. Present sponsors, both 
Thompson clients, are Rowntree & 
Co. and Lever Bros., Ltd. 


Joins Alfa Display 

Jesse Leary has joined Alfa Dis- 
play Company, New York. He was 
formerly in the production depart- 
ment of Leo H. Fuller. 


Agency for Fleetwings 


Fleetwings, Inc., Bristol, Pa., has 
appointed Broomfield - Podmore, 
Trenton, N. J., to handle its ac- 
count. Class magazines, business 
We expect that the Messrs. Mathes, Fadiman and Moore, shown here, are congrat- | Papers and direct mail will be used. 


mR} 


ulating themselves on the showing of the Blue. We don’t pretend to be Sher- — 


Mounted on 9 chale President Roy W. Moore of Canada Dev sense hack to let the Blest locks but the enthusiasm evident on their faces leads us to this deduction. 
“ reside oy . ME 4 anaqdé ¥ rears back “ > Firs 
ty candle on huge cake “have it.”’ P.S. He blew it out! Congratulations, Mr. M! 


Bir 


The largest share of our busi- 
ness is with agencies, artists, 
publishers, engravers and other 
shops whose business is adver- 
tising. That adds a plus value 
to our service in two ways: We 

know the ropes and the language 
if you are advertising-minded, too 
—And we are us to the stiff 

requirements of this field in both 
| tone values and speed. Give us 
| a buzz. Whitehall 7575. 


ATLAS Photo-STATS 


Caught here in a chin-fest are Adirector W. S. Brown of Canada Dry; Fred M. 

The happy Smiles belong to J. M. Mathes, head of the Canada Dry Ad Agency; Milton Thrower NBC Sales Rep. and Radio Director W.S. King of Mathes. While Mr. 
“toss, NBC Announcer: Major Lenox Lohr, NBC President, and Roy W. Moore, King’s gaze followed the rustle of an evening gown, Messrs. Brown and Thrower 
; Dry President. The laughter, which came just before the birthday cake was cut, were discussing recent Blue Network technical changes that have greatly increased 
sult of a sly remark made by Mr. Cross about sweets. Later, Mr. Moore said the network's coverage. Said Mr. Thrower: “ Yes, Bill—and the coverage has been 


vice ® ‘Lajor Lohr: “Speaking of sweets, Lenox, the Blue is the sweetest buy weever made!” increased without increasing advertising rates. Wanna buy some more time?” 
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Gasoline Dealers 
in Penna. Launch 
Prize War Copy 


Pittsburgh, Nov. 30.—The uncer- 
tain price condition existing among 
retail gasoline dealers inspired a 
new preventive effort here this 
week when the Associated Retail 
Gasoline Dealers launched a drive 
designed to avert repetition of dis- 
astrous price wars. 

The association represents most 
of the independents in the western 
part of the state, and newspapers 
in several cities are being used. 
Copy urges motorists to refuse to 
buy gasoline at prices under the 
normal established figure. 

The Pennsylvania venture recalls 
a similar effort in Oklahoma City, 
reported in ADVERTISING AGE May 
22. Station operators there formed 
“Neighbors, Inc.” to sponsor a ra- 
dio and newspaper campaign point- 
ing out that cut-rate gasoline prices 
brought unemployment and other 
unsatisfactory results. 

The possibility of widespread un- 
employment is also a focal point 
in the current effort. Copy headed, 


ADVERTISING AGE 


“Thanks, Mr. Motorist,” points out 
that recent price wars put 2,000 
men out of work and 4,000 more on 
starvation wages. 


Avoid “Charity” Angle 


Gasoline dealers and their em- | 
ployes do not seek charity, it is | 
emphasized, but seek to operate 
their business on a_ price basis 
which will prove satisfactory to all 
concerned. 

Motorists are reminded that in 
1920 gasoline cost 29 cents per gal- 
lon with a one cent tax. Today— 
with a much improved product— 
the normal price is 13 cents plus 
five cents tax. 

Copy stresses the fact that more 
than 40 per cent of the gasoline tax 
is used for relief purposes. It ends 
on this plea: “If you are asked to 
buy gasoline at a discount, will you 
ask yourself, ‘Shall I save two cents 
per day on my gasoline and create 
unemployment, increase relief rolls 
and taxes?’ ‘Shall I refuse to buy 
gasoline at a discount and create 
employment, eliminate thousands of 
women and children from relief 
rolls and reduce taxes?’” 

This is the first campaign of this 
type to be launched in this area. 
While funds are limited, the asso- 
ciation plans to continue the drive 
as long as the money lasts, it was 


said. 


Pennsylvania Admen 
Seem to Fare Well 

Harrisburg, Pa., Nov. 28.— 
If the latest report of the State 
Department of Public Assist- 
ance is any criterion there are 
no employable advertising men 
on relief in Pennsylvania. ‘“Ad- 
vertising’’ was conspicuous by 
its absence in the report which 
listed by occupation all work- 
ers on state relief. 

There are, however, a few 
men in related occupations on 
the rolls. The list showed 55 
photographers, 55 commercial 
artists and cartoonists and 25 
reporters. 


Allied Promotes Rubin; 
Brodsky Opens Agency 


J. W. Rubin, formerly office man- 
ager and director of correspondence, 
has been named advertising man- 
ager of Allied Radio Corporation, 
Chicago, succeeding George Brod- 
sk 


y. 

Mr. Brodsky has opened his own 
agency at 520 N. Michigan avenue, 
Chicago. 


Parker Appointed 


Leslie L. Parker, Detroit, has 
been appointed Ohio-Michigan rep- 
resentative of Tourist Court Jour- 
nal, Temple, Tex. 
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READER ACCEPTANCE-ADVERTISING RESULTS-DEPENDABILITY 


@ The block-long presses at The Com- 
mercial Appeal will soon start whirling 
out the 300-page Centennial Edition .. . 
an edition that will be preserved for 
future use by libraries, advertising agen- 
Federal 
ments and thousands of other business 
concerns and institutions as a permanent 
reference “book” of facts, romance and 
history of the Mid-South. 

So ask yourself this important ques- 
tion: Will your business or your client’s 


cies, City, State and 


ress 
time. 


Govern- 


and 


Only a fortunate few newspapers, in- 
stitutions and firms in the Nation can 
point with pride to A Century of Prog- 
.. . for 100 years is a long, long 


Because it has rendered a distinct and 
dependable service to both its readers 
advertisers, 
Appeal grown year after year until today 
it is recognized as the leading newspaper 
in this profitable Mid-South market. 


has The Commercial 


So don’t neglect an opportunity that 
comes only once in a 100 years to get 


business be represented in this edition across a sales message about your 
of the century? Some sections are prac- product. 
tically completed. Others will be fin- The Commercial Appeal is the only 


ished in a few days. 


The 
line for all sections is December 15. 


final dead- 
really gives 


advertising media in this section which 


* 2-WAY SELLING ACTION 


l The Commercial 
sells the 


established 


est 


The COMMERCIAL APPEAL 


TENNESSEE 


MEMPHIS 


Appeal The 
consumer by its 


reader’ inter- 
trade paper 


A Scripps-Howard Newspaper 
National Representative—The Branham Co. 
“MORE THAN A NEWSPAPER—AN INSTITUTION” 


Commercial 
sells the dealer by its vast 


Appeal 


influence. 


' 


| the booklet includes copies of let- 


|accompanied only by a 


We Gesoline Dealers and Our Employees seek only Justice and o 
Foir Opportunity to Earn o Living Wage for our Fomilies ... 


WE DO NOT SEEK SYMPATHY 
WE DO NOT SEEK CHARITY 


But we de seek to avert the catastrophe of the price wors of 1938 and early 1939 that 
caused 2,000 men to lose their jobs and placed 4,000 others on the borderline of poverty. 


GASOLINE i, CHEAP—TAXES are HIGH 


Do You 


the price of motor qaessling in 1920 war 2o—le 
prae of a much better germire today a ido—Se toa G 
ot low thee \/y the price. Tene increased wo. dust int 


+: 20%, of the price you pry for you gasoline & tar ‘s 


at the guoine used Far relied 


a We That more than 49%, tox fs ws 
esdine That UNEMPLOYMENT ig Phe direct cowe for rei! rot wa 
s the grou tes in (914 was Se out of eock daller, That the gree 


? 
tan in 1929 was D7c out of ooch dolar 


This Tremendous Increase in Taxes Was Due Almost Entirely to Unemployment and Relief 


INCREASED UNEMPLOYMENT ..... INCREASED TAXES 


if You Are Asked to Buy Gasoline at a Discount 


WILL YOU ASK YOURSELF: 


Shall | Sawe 2¢ Per Day on 
My Gasoline and... 
Create unemployment... increase 
reliet rots... increase teres, 
oR—— 


Shall I Refuse to Buy Gasoline 
At a Discount and... 


Create employment for thousands of men 
climate thousands of women and 
children trom relief rolls... reduce my 
tases 
MA. AND WAS, MOTORIST—THE ANSWER 
LIES MH YOUR HANDS! WILL YOU HELP 
US MH THIS TREMENDOUS TASK? 
i) } 
Ca 2 o ' 
Y the AL Frrahag 


y 
Yj ead 
«MAS AN P 


ASSOCIATED RETAIL GASOLINE DEALERS, Ime 
1306 H ghiand Butiding Pitteburgh, Pa. 
' 


This copy, sponsored by gasoline dealers, carries the problem of periodic price 
wers directly to the consumer. 


Promotion 
Review 


Latest promotion piece of Time is | 
an inch-thick string-bound book 


| with a cardboard cover out of which 


an outline map of the United States | 
has been cut. Called “When the 
war came America turned to Time,” 


ters, telegrams and lists of educa-| 
tors, libraries, public figures and| 
others who expressed their appreci- | 
ation of the “Background for War” 
booklet recently published by Time} 
and of the war coverage being pro- 
vided by the publication. 
* * * 


Most edible promotion of the 
month was that of KDYL, Salt Lake 
City, which sent out boxes of celery 
business 
card. 

1K * 

When the San Francisco Call- 
Bulletin planned a special promo- 
tion called “Santa’s Saving Jubilee” 
for Dec. 1-2, the promotion depart- 
ment got up a plastic-bound book, 
approximately the size of a full 


|, of the expenditures, by media, 
| the 15 largest national advertiser 


| their mail recently. 
|all-day sucker, 


” 


. Od 
Sa ce a 


newspaper page, to present the fu]! 
story to merchants. Printed on 
heavy coated board, the book con- 
tains a complete description of the 
promotion to be put behind the 
event. 


To pep up local prospects KTUL 
Tulsa, recently sent a _ four-pag 
folder, with a personally typed let- 
ter pasted on the front, to 30 
prospects. Inside was a tabulation 


11 of whom used KTUL during th 
year. 
* * & 

Five hundred clients, agencies 
and prospects of Station WCC0 
Minneapolis, found a lollypop 
It was a rea 
but wrapped ani 
marked to resemble a microphone 
The station is owned and operated 
by the Columbia Broadcasting Sys 
tem. 


Lindsey Joins Agency 

W. D. Lindsey, formerly advert 
ing manager of Sharples Corpor 
tion, has joined Oswald Advertising 
Agency, Philadelphia, as vice-pres 
dent in charge of 
technical advertising. 


industrial ane 


ANNOUN 


CEMENT 


The Soybean Center of the 
WORLD Now Served by Ste 


tion 


WSOY 


Decatur, Ill. 
@ Formerly Station WJBL. 
@ Power Increased to 250W. 
@ Now Going on Full Time. 
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| same have not been or are not regu- 


L. E. Kreider and Fred Sandblom 
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: sale at a retail price at which the) Horan to Direct Three Appoint Snow Crowell Shifts Three 
Cease and Desist 


Order Ends Two-Year 
Paris Handbag Case 


Grey Agency Involved 
in Case Against Wal- 
des Koh-I-Noor, Inc. 


Washington, D. C., Nov. 28.—Is- 
suance of a cease and desist order 
b) Federal Trade Commission 
against Waldes Koh-I-Noor, Inc., 
maker of apparel fastening devices, 
and the Grey Advertising Agency 
this week brought to a close a case! 
which began nearly two years ago. | 

More familiarly known as the | 
“case of the French handbags,” the | 
point at issue arose in 1937 when 
the FTC issued a complaint, outlin- 
ing the sales promotion technique 
used by Waldes and the agency and | 
alleging that it was misleading. 

The current order recalls this as 
follows: 

“During the spring and fall of 
1936, respondents engaged in an ad- 
vertising and _ sales promotional 
program of ladies’ handbags and 
purses equipped with Kover-Zips. | 
In connection therewith respondents | 
purchased, in France, a number of | 
ladies’ handbags designed and man- | 
ufactured by various couturiers. | 
Only one bag of each particular de- | 


' , 
by the 


sign was purchased. Prices paid in 
France for the articles ranged from | 
$11.38 to $22.75, at the rate of ex-| 
change when purchased. Customs 
duties, consular fees, packing, deliv- 
ery and other charges increased the | 
cost of the delivered articles in this | 
country to sums ranging from $15.86 
to $31.21 per handbag. The hand- 
bags were then distributed among | 
handbag manufacturers in| 
the United States for copying as to| 
design and style, for production in | 
commercial quantities to sell at| 
prices ranging from $2.95 to $3.50. | 


eertain 


Copy Featured Imports 


“Pursuant to the sales promo- 
tional program, the Commission 
finds, respondents caused 24 of the 
imported French-made bags to be | 
illustrated in page advertisements | 
earing in issues of a magazine | 
ogue) having a wide circulation | 
throughout the country. The ad- 
vertisements represented the retail 
prices of the imported handbags to 
be from $35 to $95.” 

The FTC explained that the 
agency had been made a party to 
the complaint because it had worked 
so closely with Waldes in planning 
and executing the promotion. 

The order also asserts that, fol- 
lowing the appearance of the copy 
in Vogue, the respondents circulated 
promotion to retailers saying that 
Waldes had sent a stylist to Paris to 


? 
'? 
\ 


get couturiers to design bags “that 
could be faithfully reproduced here 
for $2.95.” 
The FTC claimed that the $2.95 
bags were copies in style and design 
nly and that in matters of orna- 
nt, materials and workmanship, 
were substantially lower 
ity 
lhe offering for sale,” the FTC 
erted, “of such handbags repre- 
ted to be ‘authentic copies,’ ‘iden- 
copies,’ ‘identical facsimiles,’ 
the tendency to mislead and 
ve the buying public. 
Respondents are ordered to cease 
desist from representing or in- 
ng others to represent that any 
rted French-made ladies’ hand- 
have been regularly offered for 


SEED INDUSTRY PROSPERS: 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


gh its coverage of wholesalers and re- 
s who sell seed and other horticultural 
‘gricultural items to 41,000,000 farmer 
s iburbanite customers. 
_will gladly give you an analysis of this 
“< a8 it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. Chicago, IW. 


—— 


\larly offered for sale; from repre- 


senting that any imported handbag 
has a value which such handbag 
does not have; from representing 
that any domestic-made handbags 
are copies, reproduction or facsim- 
iles of imported handbags, unless 
such domestic-made handbags are 
true copies in all particulars, inclu- 
sive of design, style, material, orna- 
ment and workmanship, comparable 
and equal in quality to the imported 
handbags of which the domestic- 
made handbags are copies.” 


Newark Agency Moves 


Advertising Associates, Newark, 


N. J., has moved to 12 Central 
avenue. 


AY 


Training for G-E 


General Electric Company has 
appointed Ray Horan manager of 
distributor and dealer sales training 
for the air conditioning and com- 
mercial refrigeration department at 
Bloomfield, N. J. 

Mr. Horan, who has had 20 years 
of consumer and industrial selling, 
will work with the company’s 76 
commercial refrigeration and 122 air 
conditioning distributors. 


Snyder with Nagel 


Gustav C. Snyder, formerly in 
the production department of Gard- 
ner Advertising Company, St. Louis, 
has joined George C. Nagel & Asso- 
ciates, St. Louis, advertising coun- 
| selor. 


|minton Company, 


|New York through H. B. LeQuatte. | pany. 


Cory Snow, Inc., Boston, has been 
appointed to direct the advertising 
of the following: National Bad- 
Boston, using 
newspapers, business papers and 
direct mail; General Control Com- 
pany, Cambridge, Mass., using busi- 
ness papers and direct mail for its 


have joined the Eastern sales staff 
of Collier’s. Mr. Kreider was for- 
merly Eastern advertising manager 
of Country Home and Mr. Sand- 
blom was a member of its Eastern 
sales staff. Oliver M. Drummond, 
formerly New England representa- 
electrical control equipment; and|tive of Country Home, is represent- 
Boston Leather Specialties, Everett,|ing Woman’s Home Companion in 
Mass., newspapers, magazines, busi-| the same capacity. 


ness papers and direct mail for the | re 
Bunny Bear line of baby products Two Join WESX 
Van D. Sheldon and Robert Tay- 


and for automotive accessories. 
lor have been appointed general 
j|manager and commercial manager, 
Uses N. Y. Newspapers |jrespectively, of Station WESX, 
B. Cribari and Sons, New York | Salem, Mass., which will soon start 
producer of California wines, has|operation. The station is owned by 
begun newspaper advertising in|North Shore Broadcasting Com- 


1 THEY WON'T SAY NOTHIN’ : 


eS but they must know 


6 


Mm CAUSE THEY JUST KEEPS ROLLIN’, 


THEY 


Some of 
keeping 


KEEPS ON ROLLIN’ ALONG 


our advertisers insist on 
mum about their sales 


figures. Ask them how many more 


packages of this or that have been 


™ shoveled off shelves into the reti- 


cules of eager customers since that 


‘ 13-week 


‘ : ~* ae us 


WBBMprogram started and what do 
, you get? The Sphinx’s inscrutable smile. 
in | * We don’t mind. We'd rather have 
the signature of an advertiser at the 
bottom of a renewed contract than 
at the bottom of a testimonial. We 
figure their sales increases due to 
fm =©6© WBBM are their business. 

But business must be good. Look: 


SHOE COMPANY — Won't talk, but one 


period after another has gone by 


for a year and they keep on rollin’ along. 


P.S. They use no other advertising in Chi- 
cago—and we know their dealers are happy. 


SOMPN 7 


PLAY A PIANO? — A lor of people do around «) 
Chicago. And a lot of them play this WBBM 
advertiser's pianos since he started using 
WBBM in 1933. " 


BEER —This Chicago brewer started using 
WBBM last spring, this fall contracted for 
varied program schedule throughout winter 
and for year ahead. We won't tell his name, 
but his product is now Chicago's fastest sell- 
ing bottled beer. 


DEPARTMENT STORE CHAIN—Began on & 
WBBM last winter for 13-week test. They 
don't give us sales figures, but they give 
us renewals. 


DRUG PRODUCTS —This is one of the nation's 


largest users of spot radio. Sales figures are , 
inviolate, but they have spent more money 

with WBBM than with any other station 

in the U. S. 


SMOKE? —Three years ago this tobacco account ‘tT 
started using WBBM for new product. With 
no other advertising product now has nearly 
one hundred percent distribution inChicago 
area. Still using WBBM, of course. 


GROCERY CHAIN—silent as a clam about sales, g 


but now in fourth year on WBBM. Cur- +) 
rently using not one, but two 5-a-week strips. 


There are more, and more,and more. 
They don’t say nothin’ buttheymust § 


know...that it pays to use WBBM. ; 
; 
50,000 watts 
Station 4 
chicago’s CBS j 


: 3 FERRO Ae ive oe % sige ‘See we fis ‘ee 2 r te - Ss igs ie x Lg a a 
939 
~~ 
‘ Be 
| is 
Rm ug + 
0 
- Pe a 
_ 
SAT ESTE * 
<<< — —————— — —_————————— ae 
eee 
ee 
- 
Re = 
: . : 2 - ae rt - tie ¢ > Prey, 7 
" . 4% a > o- . , 4 ‘s mE ‘ “ : P 2 ‘. : Pt . hin 7 7 
i@ — © tute 2 e se on , es ’ 
ts 
.¥ 
? 
e ‘ 
‘ BO ee | | 
. . nate 
be . e 
- os 
af Pe" 
1 ‘tg 
" \ (7. re As 4 4 
- . P 4 P 
ce : oo’ / 
- —_ ‘ P Ty 
— ie " ~~ . a 
7 om 7 
full - a 
on ‘ EA ig 
: . a] i 
con- 7 ie 
the . e 
th vot => a 
‘ \ aus’ ’ gape 
| S> Frio 7 
. es "y _ \aeee aa ad we 
i . : | 
=| , Seentane jitom re Q 
2 i 
30 Sy as : 
tn y : Pits - a 
itior —— CT] \_| e . - 
ser - weSee - -«- oe 
>= “i t - ~se ain —~* a Pi et 
; + 
rcies J | 
‘CO, f | 
real | 
and a eee 
one bad 
ated ; * Ease 
Sys- ; "a rps . 
" { 7 
rls 
ore >. 
ising | 
resi- 
and 
aa 7" 
; OVey 
e : 
J } has 
Po nee 
° f 
4 % 
Pe onc | 
) —. 
, on 
” a 
| ~ ‘a 
ns ** ~ 5. 
" , . - —sa @+-e- 
cage ~— , ; 5 : — “a ~ ~~ . i ... _ 
. ae Ts aaliltiat E atti. at ail 
| re Sh 
| 
. | . 
yf 
| Be 
| a 
ne 
— 
Co she a 3 ” oe y ’ PO . Min : ve p : ‘ ig’ : ‘ae Fad . ee _ ‘i wh 7} : - ; ; 7 ce =. , 


‘ 
Sa 
oe 


24 


ADVERTISING AGE 


——— 


Charges Plot to 
Discredit Price 


Maintenance Laws 
Fair Trade Body Acts 


to Insure Impartiality in 


FTC Probe 


New York, Nov. 30.—The charge 
that manufacturers are secretly op- 
posed to resale price maintenance 
and have been “brow-beaten into 
accepting fair trade by high pres- 
sure retail groups” is part of an 
organized campaign to urge upon 
the Temporary National Economic 
Committee, the Federal Trade 
Commission and _ public opinion 
generally the desirability of repeal- 
ing fair trade legislation, according 
to W. H. Crichton Clarke, president 
of the American Fair Trade Coun- 
cil. 

Answering the claims of fair 
trade opponents who contend that 
price maintenance laws now in ef- 
fect in 44 states are really price 
fixing statutes, Dr. Clarke declared 


the exact opposite to be true. The 
era of price cutting which preceded 
| enactment of these laws, he said, 
| caused the cost of doing business 
to increase about 25 per cent. 


Held Aid to Manufacturers 


He declared that in their limited 
sector of merchandising, fair trade 
laws which have been used and en- 
'forced “have rehabilitated demor- 
|}alized markets and have enabled 
|reputable manufacturers and deal- 
'ers to stand their ground, where 
before they were being driven from 
the field by ruinous and cost-rais- 
ing price cutting.” 


|ers have a stake in the maintenance 
| of fair trade which is exceeded only 
| by that of the public and fair deal- 
ers. “More and more manufactur- 
ers in every line are now rallying 
to the support of these cost-lower- 
ing fair trade laws,” he asserted. 
Dr. Clarke also revealed that he 
has written to Otis Johnson, secre- 
tary of the Federal Trade Commis- 
sion, on the subject of the current 
FTC inquiry into fair trade. In his 
letter, he quoted a passage from a 
recent Kiplinger Washington letter: 
“Resale price maintenance study by 
the FTC will discredit operations 
under the Miller-Tydings law, will 
lay basis for agitation for its repeal. 


Dr. Clarke said that manufactur- | 


(President dislikes the law).” 


Referring to “the general reputa- | 


tion of the FTC for utter impar- 
tiality” in all its undertakings, Dr. 
Clarke expressed his resentment at 
the Kiplinger comment and urged 
an investigation by the commission. 
He pointed out that firms devoting 
much time to answering the FTC 
fair trade questionnaire “can hardly 
feel that their labors are worth 
while if the commission in fact had 
prejudged the subject in question 
by writing its verdict in advance 
of trial.” 


Copp Promoted 

Western Business Papers, Inc., 
has transferred William C. Copp, 
Eastern manager, to headquarters 
at Los Angeles as promotion man- 
ager. Elliott Taylor succeeds him 
in New York. 


Wierengo Signs 

John L. Wierengo has joined 
Wallace - Lindeman, Inc., Grand 
Rapids, Mich. Mr. Wierengo for- 
merly operated his own agency in 
Grand Rapids. 


Fleer Gum to B-S-H 

Frank H. Fleer, Philadelphia, 
maker of Dubble Bubble gum, 
has appointed Blackett-Sample- 
Hummert, New York, as its agency. 


tg. 


By tradition the people all through WTIC’s 
New England have a reputation for being 
pretty practical, down-to-earth folks. 
sort who can take their French lessons—or 


leave them. 


Yet, within one week after the first announce- 
ment we received requests for 10,000 lesson 
sheets—offered in conjunction with a new 
series of French Pronunciation Lessons over 


WTIC. 


Such a handsome response to an educational 
feature shows that our 50,000 Watts reaches 
a big audience of consistent listeners. The ex- 
perience of scores of advertisers shows that it 


pays to reach this audience 
it’s friendly as well as big. 


The 


= 


of ours— because a 


IN SOUTHERN NEW 


FIRST 


@iIN LISTENER POPULARITY BY 2 T0 1 
IN THE HARTFORD AREA 


@ IN NUMBER OF NETWORK ADVERTISERS 
@iIN NUMBER OF NATIONAL SPOT 


ENGLAND WTIC RATES 


ADVERTISERS 


WTIC 


50,000 WATTS - HARTFORD, CONN. 


a 


i? The Station With the Friendly Audience = 
The Travelers Broadcasting Service Corporation — 
Me r NBC Red Network and Yankee Network — 
Representatives: Weed & Company a 
New York Chicago Detroit Sen 


Kelvinator's new frosted foods cabinet 
to an illuminated panel containing natural color reproductions of fruits and 


vegetables. 


FULL COLOR DRAMATIZES FOOD WARES 


December 4, 1939 


es, 


includes a powerful eye appeal thanks 


The pictures are processed on rigid sheets of Monsanto plastic by 


Phillips 66 Takes — 
Time Out to Sketch 
a Marketing Saga 


Bartlesville, Okla., Nov. 28.— 
Frank Phillips, who founded Phil- 
lips Petroleum Company and _ its 
mystic “66” trademark marketed 
in 22 states, was 66 years old today, 
and a special issue of “Philnews,” 
the company’s house paper, was 
issued to commemorate the occa- 
sion. The cover illustration is a 
reproduction of an oil painting of 
Mr. Phillips, the original having 


mond P. R. Neilson was the artist. 
Though the special issue purports 
to sketch the life of the founder of 
Phillips Petroleum, it is more truly 
a chronicle of the rise and fall of 
the fortunes of the country, with 
emphasis on marketing evolution in 
the oil trade. 
war baby, having been formed in 
1917, and the first newspaper ad- 
vertisement in that year offered 
| five gallons of Phillips 66 free to 
all who visited the local outlet. 
Making New Friends 
“Every judicious sales expedient,” 
|relates ““Philnews,” “many of them 
|never before tried in the gasoline 
|industry, was successfully used to 


|stimulate sales. Specially con- 
structed laboratories on wheels 
itraveled throughout the — sales 


| territory to prove the superiority of 
| Phillips 66 high test gasoline; radio 
| Stations broadcast that this new and 
| different gasoline was custom-tai- 
|lored to match monthly changes in 
weather; and in the sky over hun- 
| dreds of cities and towns, Col. Goe- 
|bel, of Pacific flight fame, spelled 
out in mile-high letters of smoke 
the name of the product which was 
to win success faster than that of 
j}any other gasoline.” 

| While eulogizing the deeds of 
“Uncle Frank,” Mr. Phillips is 
known to his associates, “Philnews” 
did not neglect to say some kind 
words of the automotive industry, 
whose progress made possible the 
prosperity of the petroleum field. 
It pictured a page from The Satur- 


as 


for instance. 
the page was occupied by an adver- 
| tisement for bicycles. Down near 
| the bottom, some 14 lines were 
used in behalf of W. E. Roach, who 
modestly describing a gadget 
| known an automobile, which 
looked like a cigar box on wheels. 


We Ss 


as 


been presented to him today. Ray- | 


The company was a| 


day Evening Post of March 31, 1900, | 
Almost one-fourth of | 


_ Morgan Lithograph Company, Cleveland. 


Coming 
Conventions 


Dec. 4. Meeting of Eastern Coun- 
cil, American Association of Adver- 


tising Agencies, Hotel Roosevelt. 
New York. 
Feb. 20-21. Annual meeting, In- 


land Daily Press Association, Hote] 
Sherman, Chicago. 

March 26-29. Annual Packaging 
Exposition and Conference, Hote] 
Astor, New York. 


JOSEPH B. STERN 


Montgomery, Ala., Nov. 28.—Jo- 
seph Benjamin Stern, 68, for many 
years publisher of the Souther 
Farmer, died last week of a heart 
attack. From 1903 to 1927 he was 
publisher of the Montgomery Times. 


LEWIS NASON 

West Springfield, Mass., Nov. 28.— 
Lewis Nason, 54, head of Nason 
Advertising Agency, died here Sat- 
urday of a heart attack. 


FRANK C. GOULDING 

New York, Nov. 28.—Frank Cur- 
tis Goulding, assistant secretary of 
Doremus & Co. and associated with 
the agency for the past 34 years, 
died at his home here Nov. 24. He 
was 69 years old. Before entering 
the agency field, he had newspaper 
experience in Massachusetts and was 
with Success Magazine and Mc- 
Graw-Hill Publishing Company. 


H. R. VOORHEES 

New York, Nov. 28.—H. Russell 
| Voorhees, head of Voorhees & Co. 
jagency specializing in bank adver- 
| tising, died of a heart attack here 
|yesterday. He was 62 years old, 
and had operated the agency for 
|Many years. 


|WILLIAM DELANEY 

New York, Nov. 29. — William 
| Delany, advertising solicitor of the 
New York News, died of a _ heart 
attack yesterday. He was 38 years 
old and had been with the paper 
for many years. 


| 


Donnelley Appointed 


| American Flexible Coupling Com- 
|pany, Erie, Pa., has appointed The 
|Lee Donnelley Company, Cleveland, 
to direct its account. Business pa- 
ipers and direct mail will be used. 


FOR NEEDED 


COVERAGE IN 


THE SMALL TOWN MARKET 
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Stewart-Warner 
Refrigerators Made 


the refrigerators in each line “step- 
ping stones” which will enable the 
buyer to determine for him or her- 
self which offers the greatest value 
in view of the particular needs of 
each, Mr. D’Olive said that these 


Letters Stamped 
Automatically 
by New Mailomat 


that, when its use is widespread 
the convenience it affords may fa- 
cilitate returns from direct mail 
and publication advertising. Plans 
for promoting the new device are 
not yet available. L. E. McGivena 


\FTC Vetoes Radio 


Set Makers’ Plea 
to Change Rules 


varying features will also be dis-| New York, Nov. 30.—The atten-| & Co., New York, is the Pitney} Washington, D. C., Dec. 1—The 
! { B ’ cussed in detail in salesmen’s man-~ | tion of advertisers was directed here | agency. Federal Trade Commission has de- 
asy 0 uy uals and consumer literature. —_—| thisa week to the installation of a eS nied the request of the Radio Man- 
Stewart - Warner will feature its | Mailomat coin letter box, at R. H. Royal Launches Drive ufacturers Association for modifi- 

Chicago, Nov. 30.—Claiming “The | refrigerator _ line, headed by the | Macy & Co., representing the first 


Smartest Step-Up in 1940,” E. C. 
D’Olive, manager of the refrigera- 
tion department of Stewart-Warner 


Dual Temp, in a supervised pro- 
gram of national advertising in 
newspapers through the distributor. 


commercial use to which the device 
has been put, following a trial pe- 


Royal Typewriter Company, New 
York, has launched an _ intensive 
pre-Christmas campaign for its 


cation of trade practice rules con- 
cerning references to the number 
of radio tubes in sets, it was an- 


fn riod at the New York general post-|new Magic Margin portable. The |nounced today. : 
Corporation, presented the annual | Hays MacFarland & Co. is the | office, list includes The American Weekly,| The trade practice rules, written 
jistributors’ meeting here this week | @8ency. Mailomat, which is manufactured | Life, Scholastic and The Saturday|in July, termed an unfair trade 
with a detailed exposition of the by Pitney-Bowes Postage Meter Evening Post. More than 300 news- practice the use of 


sales strategy for the new year. He 
shared the program with James S. 
Knowlson, president and chairman, 
who discussed efforts being made 
py the industry to eliminate some 
of the present distribution channels, 
and said that Stewart-Warner will 
adhere to the current system. 

Mr. D’Olive, who recently re- 
joined Stewart-Warner after a term 
with the Crosley Radio Corporation, 
Cincinnati, said that all of the com- 
pany’s efforts have been devoted to 
the construction of a story which 


Name Younggreen 
Chairman of AFA 
Advisory Body 


New York, Dec. 1.—C. C. Young- 
green, executive vice - president of 
Reincke-Ellis-Younggreen & Finn, 
Chicago, has been appointed chair- 
man of the advisory committee, 
Advertising Federation of America. 
Mr. Younggreen succeeds Joseph H. 
Appel, director of John Wana- 


Company, automatically stamps, 
cancels and mails letters, when the 
proper coins are inserted. Letters 
requiring up to 32 cents in postage, 
airmail, special delivery and for- 
eign mail can be accommodated. 


Prints a Slogan 


Intended for installation in ho- 
tels, stores and business offices, one 
advertising slant of the new device 
is found in provision in the machine 
for printing a simple advertising 
message at the time the letter is 


papers throughout the country are 
on the schedule for a three-week 
period. An additional feature is a 
coupon campaign in Grit, Path- 
finder and Radio Guide and juve- 
nile publications. Buchanan & Co., 
New York, is the agency. 


Joins Benton & Bowles 


Cyril Armbrister, radio producer, 
has joined the New York radio staff 
of Benton & Bowles. Addison Smith 
has been transferred from the 
Hollywood production staff to the’ 
New York office. 


advertising 
which implied that sets contained 
a certain number of tubes when 
one or more of the tubes was a 
dummy or fake tube, performing 
no useful function. 

The RMA asked deletion of this 
sentence from the rules: “Refer- 
ences to rectifier tubes, and to 
tubes, devices or accessories which 
do not serve as signal amplifying 
or detecting tubes or heterodyne 
oscillator tubes, should be such as 
to clearly avoid misunderstanding 


or deception of purchasers.” 
makes sense” to the consumer.|maker, New York, who becomes 4 | cancelled. The Macy installation, . es 
Hitherto, he asserted, buyers have |member of the committee. in addition to registering the store’s ° r . 
been unable to see and appraise The committee was established at s Joins Horton Noyes Krenkel Resigns 


the features which cause one re- 
frigerator to sell for a higher price 
than another. The salesman has 


the Federation’s convention in De- 
troit in 1938 and consists of former 
Federation officers and directors. 


name, also prints the slogan, 
smart to be thrifty.” 

Another merchandising possibil- 
ity held out for the Mailomat is 


“Tt’s 


William P. Meigs, Jr., has re- 
signed from Rickard & Co., New 
York, to join Horton-Noyes Com- 


J. F. Krenkel has resigned as 
sales and advertising manager of 
Louis Eckert Brewing Company, 


_ had an equally difficult struggle in|Other members of the committee pany, Providence. es} ae Angeles. ra 
a. making these points clear and both | are: John Benson, Edith Ellsworth, ~ . — . sie 
elt parties to the transaction have been | Louise C. Grace, O. C. Harn, Wil- 
thoroughly confused by the situa-|liam H. Hodge, Frank G. Huntress, 
in- tion. Chester H. Lang. ‘ 
' Mr. Younggreen served as presi- “ie 
” Se dent of the Federation from 1928 | 3 
ing The standard line this year will|to 1930 when it was known as the | # 
te) be priced from $124.95 to $164.95; | International Advertising Associa- | 
. the deluxe line from $169.95 to|tion, and presided at the interna- | “ 
$189.95, and the Dual Temp from |tional convention which was held | « 
$224.95 to $264.95. The reasons for|in Berlin, Germany, in the sum- | Be 
these variations in price will be | mer of 1929. He later became a di- | . 
Jo- perfectly apparent to the prospect | rector, retiring in June of this year 
ny as well as to the salesman, Mr. | at the end of his third term. 
ory D’Olive said, while the latter also —_——__ | 
art as been given a few more surprise s 
vas gadgets with which to drive home New Liquor Paper Planned 
168. s points. First issue of Package Store 


Calling the differences between 


A GRACIOUS HOST — 
FROM COAST TO COAST 


Journal will be published Dec. 15 
by Bar & Grill Publications, Inc., 
New York, as a companion publica- 
| tion to Bar & Grill Journal. Syd- 
ney Weinstock, formerly Eastern 
manager of Union Server, weekly 
liquor paper, has been appointed 
editor of the new monthly and will | 
also serve as advertising manager | 
lof Bar & Grill Journal. 


Marschalk & Pratt, New York, 
has been retained by the new prod- 
ucts 
Company, New York, as advertis- | 
|ing counselor to advise on prob- | 


lems of new product development. | 


The connection has to do only with | 
possible new items, and has no | 
'bearing upon the advertising or | 
|merchandising of established Vick | 
| products. 


Leaves Dictograph | 

Dan D. Halpin has resigned as 
director and vice-president of Dic- 
tograph Products Company, New 
| York, and general sales manager of 
the acousticon division of that com- 
pany. He will announce future 
plans after the first of the new 
year. 


Hangomatic Plans Drive | 

Hangomatic Corporation, New 
| York, has planned a campaign in 
| business papers for its new auto- 
matic non-slip hanger for skirts 
and sleeveless garments. Dealer | 
|helps will also be used. J 
Lynch & Fishel, New York, 
agency. 


Names Marschalk & Pratt | 
| 


division of Vick Chemical | 


container. 


progress in the last twelve months. 
stood. 


DARTNELL PERSONAL RECORD BOOK 


Of course you will want to remember those associates, customers and accounts who have contributed to your 


You will want to give them a remembrance that will not be misunder- 
A dignified gift, exclusive but with utility value. 


There can be no more effective remembrance than one of these de-luxe 1940 Dartnell Personal Record Books. 
Every year at this time for twenty years Dartnell has made these superb desk books available for those who 


want to give something better than the usual type of gift. These books are quite exclusive—not sold through 
stores—available only from Dartnell. 


One advertising agent has just ordered two hundred for his business friends. A national advertiser has just 
placed an order for two thousand copies for his dealers. 


four thousand. Usually the entire edition is sold out by December 15. 
Look over the list of utility features below. Then make up your gift list. 


Not a gift of fleeting moment but a remembrance that will remind the recipient of your ges- 
ture for three hundred and sixty-five days throughout 1940, 


DESK BOOK SIZE @ 5!4x8 INCHES @ 432 PAGES 
BLACK SHEEPSKIN @ GILT EDGES @ PRICE $5.00 


Orders range from one copy for personal use to 


APPROVAL ORDER FORM 


The Dartnell Corporation 
4660 Ravenswood Avenue 


Each book comes in a holly 


is the | 


* 


Chicago, Tl. 
Lottridge to WOC 


J. Buryl Lottridge has been ap- 
pointed manager of Station WOC, 
Davenport, Ia. He was formerly in 
the sales department of WHO, Des 
Moines, which is under the same 


Half-Hour Record of Engagements by Days 
Best Hotels, with number of rooms, 300 cities 
Record of Deductions from Income Tax 
Record of Monthly Expenses and Income 
Record of Notes, Dues and Future Expenses 


Cee OF GOR, oicecicvinss copies of your de-luxe 
1940 PERSONAL RECORD BOOK in black she 

skin binding at $5.00 each ($51.60 a dozen). We 
reserve the right to return the books for full 
Ft om within five days if they are not sgatis- 


. Record of Investments and Interest neteey. 
management as WOC, and previ- () Check enclosed () Invoice Company 
ously was a station representative. Record of Life Insurance Policies and Payments 
Mileage between Important Cities a PPS eee eer ee 
Peak Seasons in Different Lines of Business 
Names Chas. H. Eddy Railroad Fares between Cities (Revised) Position 
| Table of Discount Equivalents Company 
Belleview Biltmore Moon - Journal, Battle Creek, | Compound and Daily Interest Tables 
Mich., has appointed Chas. H. Eddy Federal Income Tax Chart and Digest of Laws RE ov cede cenuspduwwbadesunne 
; Company, New York, as national Price Range of Leading Stocks 
A. S. KIRKEBY, Managing Director advertising representative. Security Yields at Varying Rates of Interest ver ven eeeeeceeeceseeeeeeeeeeuseeteeeeeseseseees 
Copyright Laws; Legal Protection of Ideas INDIVIDUAL NAMES IMPRINTED IN GOLD 
. Publication Rates and Circulation 4 
i i i RK ERY To Whipple & Black A Business Motto for Every Day of the Year a ye eB Spestated in gate 
M . Ff Hacker Boat Company, Mount) | a 3 2. = ape Soom your list 
COs St pee «Clemens, Mich, has appointed|| A DARTNELL PRODUCTION panier sla 
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Air Fares between Cities in U. S. I 
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Whipple & Black Advertising Com- 


A.A.—12/4/39 
pany, Detroit, to direct its account. | 
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Plan Direct Mail 


Like Other Media, 
Expert Advises 


Boston, Nov. 30.—Asserting that 
hasty preparation and execution 
hampers the success of much direct 
mail advertising, David F. Beard, 
sales manager of the direct mail 
division of McGraw-Hill Publishing 
Company, told the Technical Ad- 
vertising Association, that direction 
of this type of copy should parallel 
that for other media. 

Where other advertising is con- 
cerned, he remarked, the advertis- 
ing manager selects his media, 
makes up the schedule, plans lay- 
out and copy far in advance. A 
similar technique should be fol- 
lowed in direct mail, he emphasized. 

He named careful preparation, 
test mailings and effective lists as 
the most important factors in direct 
mail. Test mailings, he said, should 
always precede release of the entire 
campaign. In commenting upon the 
value of good lists, he said that Mc- 
Graw-Hill’s experience had shown 
direct mail success to be 60 per cent 
dependent on the list and 40 per 
cent on the copy. 


Color Is Important 


Mr. Beard also disclosed results 
of other tests made by his company 
regarding various types of direct 
mail. One tested the letter against 
the circular and against the letter 
on the circular. The letter and 
card produced 11 orders; the circu- 
lar and card, three, and the combi- 
nation, 14 orders per 1,000. One- 
color multigraphing compared with 
two-color showed that addition of 
the second color produced higher 
returns at a lower unit cost. Hooven 
letters were found to produce more 
orders at lower cost than multi- 
graphed, filled-in letters. 

A super-process letter, printed on 
a flat-bed press through a ribbon 
with typewriter type for filling in 
later, produced results almost as 


— 


‘lof 


Dallas 
advertisement 


November 27 


In the 
News 
the 
the power of Radio Sta- 
WEFAA was 


rectly shown as 500 Watts. 


Morning 
in 
issue, 


tion incor- 


Station WFAA has a 
power of 50,000 Watts. 


well as the Hooven letter and at a 
lower cost. 

Current tests also show that a 
two-page letter will give better re- 
turns at lower cost than a one-page 
letter printed on both sides. Two 
color circulars produce better re- 
turns at lower cost than one-color 
circulars. There is, however, little 
value in having the second color 
added to the reply card. 

Plain reply cards are equal to 
filled-in reply cards. Third class 
mail produces as well as first class, 
although metered mail (third class) 
outpulls stamped mail. Other tests 
on various kinds of addressing 
revealed little difference between 


hand, type or stencil addressed 
envelopes. 
Chicago Ad Managers 


Plan Holiday Party 


The Advertising Managers Club 
of Chicago will hold its annual 
Christmas party Dec. 8 at the Ste- 
vens Hotel. The affair will be a 
formal dinner dance, plus a show 
featuring short skits about adver- 
tising and advertising managers. 

E .A. Throckmorton of the Con- 
tainer Corporation, is chairman for 
the event, working with Edward 
Grossfeld of Baskin, the club’s 
president. 


“Times Star” Buys 
WKEC from CBS 


The Cincinnati Times Star Com- 
pany has purchased Station WKRC, 
Cincinnati, from the Columbia 
Broadcasting System. 

Hulbert Taft, Jr., for the past 
eight years with the Times Star, 
has been appointed general man- 
ager. Weed & Co. is national sales 
representative. 


Clendenning Shifts 


Jam Handy Organization, Detroit, 
has apointed Donivan S. Clenden- 
ning divisional supervisor of the 
retail training department. He will 
work with dealers of manufacturers 
using slide films. 


Nauheim Promoted 


Milton J. Nauheim has been 
elected an executive vice-president 
and director of Schenley Distillers 
Corporation, New York. He is head 
Schenley Distilleries, Inc., San 
Francisco, West coast division of the 


company. 


Drive for Lifebuoy 


Lever Brothers Company, Boston, 
launched a campaign last week in 
the Pittsburgh district to promote 
the sale of Lifebuoy soap in 3-cake 
units. Newspapers and store dis- 


plays are being used. 


Herendeen Joins Agency 
Chase Herendeen, formerly in 
charge of women’s fashion advertis- 
ing for Parents’ Magazine, New 
York, has joined Wesley Associates, 


New York, as account executive. 


NEW YORK BROADCASTING CORP. 


E'sh" reasons why IBC increases 
Sales at low cost in the Italo- 
American Market! 


1. Specializes in One foreign lan- 
guage, namely, italian. 


2. Reaches ‘‘seporate and distinct’’ 
market. 


3. Population of approximately 1,- 
500,000 in the New York—Metro- 
politan District. 


4. Spends over a Billion Dollars 
annvally. 


5. Italo-American families larger 
than any other nationality. 


6. Programs of tested popularity. 
7. Exercises definite influence in daily 


life and buying habits of Italo- 
Americans. 


8. Merchandising — Dealer coopera- 
tion. 


WIL 


NEW YORK 


1000 watts =“ YFKE Sogg WATTS 


7 tt 


Getting Personal 


Dorothy Barstow, for over 15 years with McCann-Erickson and 
one of the best known women in radio, is now Mrs. Harry K. McCann. 
Her marriage to the head of the agency took place in Santa Fe, N. M. 
She has been the producer of the Vaseline show, “Dr. Christian,” 
since its inception, with headquarters in Hollywood... 


I. S. (Stick) Randall, Eastern s.m., Transcontinental & Western 
Air, Inc., is back in Gotham after a 10,000-mile trip to the West 
Coast via Canada. He took time 
out for a tour of Death Valley 
en route. Of course he traveled 
by af... 

Frank E. Gannett, the Roch- 
ester, N. Y., publisher, admits 
that he is giving “careful con- 
sideration” to pleas that he make 
the race for the GOP presiden- 
tial nomination. He has been 
active in politics for many 
years. .. 

When Stuart Peabody, adv. 
dir., Borden Co., threw a party 
last week, his telegraphed invita- 
tion read: “Elsie the Borden cow 
is giving a reception and she has 


OFF FOR SOUTH SEAS 


—— 


asked me to include you. She 
will pour and maybe _ give 
down...” Both Elsie and Stuart 


were in fine fettle at the affair. 
The living symbol of Borden’s 
advertising proved herself not 
one whit camera shy, despite the 
report that a calf is on the way. 
What’s more, Peabody repeated 
his famous line, “from udder to 
mudder.” . . 

G. E. Cookman, one of Fed- 
eral agency’s bright young men, 
has revealed his engagement... — 7 — 
Ralph K. Ritchie, of Time’s ad promotion dept., will also tell it to a 


preacher before long. . . Clair Maxwell, associate mgr. of Life, owns 
one of those Crosley midget cars. . . 


J. Nelson Stuart (right), Kelvinator ad- 
vertising manager, bids farewell to Capt. 


Irving Johnson, lecturer and explorer, 

who set sail last week from Gloucester, 

Mass., in his 192-foot schooner "Yankee," 

on a 36,000-mile tour around the world. 

P. S. The galley contains a Kelvinator 
refrigerator. 


When a Schick shaver was the attendance prize at the Sales 
Executives Club of N. Y. recently, the winner was W. H. Mathews. 
Until he became vice-president of Devoe & Raynolds Co. recently, 


Mathews was a v.p. of Remington Rand, Inc., maker of a competing 
electric shaver. . . 


The Florida season for advertising men was officially opened by 
Charles Luckman, vice-president and general manager of the Pepso- 
dent Company, Chicago. Mr. Luckman has just returned from a 
well-earned rest of several weeks spent in surveying the wonders 
of Miami and thereabouts. 


The Henry Eckhardt, whose recent letter in Time was reported 
here, is neither the Henry Eckhardt who is chairman of the board of 
Kenyon & Eckhardt, nor his son, Henry, Jr., who happens to be just 
five years old... 


| 


| 
| 
| 


CLEVELANDERS FROLIC IN BIG TOWN 


An opportunity to chat about the days “back home” was afforded the "Cleve- 

landers-in-New York" club at a cocktail party in the Waldorf-Astoria. Jack Reiss, 

of the Life advertising staff, bats out a tune, assisted by Mrs. Reiss and Bill 
Wright, vice-president of Fuller & Smith & Ross. 


A new responsibility has just been added by Art Frisch, Stand- 
ard Rate & Data Service, who directs the Chicago admen’s bowling 
league. Michael Frisch is the name of the new arrival. He made his 
appearance Nov. 29. 

Read Wight, boss of the Chicago office of World Broadcasting 
System, is beaming over the arrival of a son. With a radio man’s ear 
for sound, he has named the offspring Anthony, “so he will be ‘Tony’ 
to his friends.” ... 

The Dingley Dell farm near Bridgeport, Conn., turns out to be 
the hobby of Frank R. Coutant, director of marketing for Pedlar & 
Ryan. It’s a goat dairy project, one of 115 such in the United States. 
The farm sells Grade A goat milk exclusively; prices: 30 cents a 
quart, f.o.b.D.D., and 60 cents a quart in New York. The Coutant 
goat collection consists of 20 purebreed Swiss Saanens... 

Two members of the Los Angeles office of Campbell-Ewald Com- 
pany, Ed Scharetg and Dick Francis who writes humorous verse, have 
added to their list of popular compositions a new one entitled “I 
Can't Get You Out of My Heart.” ... 


% 
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Push Ronson Drive 
as Basis for 


Post-Holiday Sales 


New York, Nov. 30.—One of the 
largest campaigns ever undertaker 
for the promotion of automati; 
cigarette lighters has been launche, 
by Art Metal Works, Inc., for jt 
Ronson line. A wide list of news. 
papers and magazines will be useq 
More than 20 items are featureg 
ranging from simple pocket lighter, 
to elaborate lighter-vanity compj. 
nations. 

Large space cataloguing the 
lighters will be used in the roto. 
gravure sections of 43 newspaper: 
in key cities. Supporting this is ; 
magazine list which include 
Bride’s, Esquire, Life, The Saturdg 
Evening Post and Vogue. An elabp. 
rate brochure describing the com. 
pany’s extensive publicity cam. 
paign has been sent to dealer; 
Ronson recently televised a musi. 
cal comedy, “You're the light of my 
life.” 

While Ronson copy is aimed pri. 
marily at the gift market, inser. 
tions suggest purchases for persona! 
use by emphasizing the safety 9; 
using an automatic lighter in the 
home. Promotion to dealers urge 
them to stress this appeal afte 
Christmas. John P. Kane Compan; 
is the agency. 


Schick Permits Sale 
of Banned Shavers 


Schick Dry Shaver, Inc., Stam- 
ford, Conn., will permit dealers 
holding stocks of electric razor: 
which have been banned from th 
market as infringing upon Schick 
patents to sell such products with- 
out fear of damage suits until Marc: 
31, 1940. 

Brands whose withdrawal from 
the market has been forced by re- 
cent Schick court victories includ 
Packard Lectro-Shaver, Champion 
Electrex, Lockheed, Bamberger, 
Utility and Ingersoll. 


Simpson Starts Campaign 


R. Simpson & Co., New York, 112 
year old loan broker, will use 12 
metropolitan newspapers in a cam- 
paign opening Dec. 4, coincident 
with the announcement of its re- 
moval to a new building at 133 W 
42nd street. Alvin Gardner Com- 
pany, New York, has the account. 


Compton Moves 

Compton & Sons Lithographing 
& Printing Company, St. Louis 
have moved to Seven-Clark bldg 
after having been at 212 Locust 
street for 56 years. 


Lockwood Advanced 


E. G. Lockwood has been pro- 
moted to assistant business man- 


ager of the Capital Times, Madison 


LAST CHANCE 
BEFORE XMAS 


Fine Remembrance Gifts 
At Inside Prices 


One suggestion: “Harrow,” the fine mem 
wallet shown above. It’s made of bea 
fully buffed and finished genuine, best qv 
ity imported English pigskin, by crafts™ 
in our own shop at Easthampton, Ma 
Priced in lots of 200, stamped in 22% 
gold with your company name, at #1: 
each. Here is a gift any man will gra’ 
fully welcome and treasure. He could - 
duplicate it for three or four times 
low price we quote. ’ 
Also available: Many other leather gifts 
pocket and desk, at prices from 15 cents ¥ 
Write for illustrated descriptive price lis 
| “37 Ways to Increase Sales” and pigs? 
| 3-hook key case showing quality of per 
products, sent gratis to executives of T° 
concerns writing on business stationery 

fore December 8th. : 
Just time left to complete your busine 
Xmas shopping if you write promptly. 


ADVERTISING CORPORATION 
OF AMERICA 


Largest Importers of Eng! x 
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Radio Advertisers 
Sign for Renewal 
of Network Shows 


New York, Nov. 30.—Campana 
Sales Company will return “Grand 
Hotel” to the air on Jan. 7, in 
shalf of five of its cosmetic prod- 
The dramatic show will be 
heard on 30 stations of the Colum- 
bia Broadcasting System on Sunday 
from 1:35 to 2 p.m. Campana also 
sponsors “First Nighter” on 52 CBS 
stations. Aubrey, Moore & Wal- 
lace is the agency. 

Expand Luckies Network 

The beginning of the new year 
will see a variety of large network 
programs renewed by their spon- 
sors. American Tobacco Company, 
effective Jan. 3, will continue its 
Kay Kyser series over a Red net- 
work of the National Broadcasting 
Company. Eighteen stations will be 
added then, making a total of 94. 
The program is heard Wednesday 
from 10 to 11 p. m. Lord & Thomas 
is the agency. 

Woodbury, Jergens Continue 


| pany has renewed the “Fitch Band- 
|wagon.” The series is aired over 
77 stations of an NBC Red network 
on Sunday from 7:30 to 8 p. m. 
L. W. Ramsey & Co., Ltd., directs 
the account. 


Fendrich “Dreams” Due Back 


After a lapse of four weeks for 
the holiday season, H. Fendrich, 
Inc., will return “Smoke Dreams” 
on Jan. 14 to an NBC split Red net- 
work of 14 stations. In behalf of 
its cigars, the program will be 
heard on Sunday from 2 to 2:30 
p. m. Ruthrauff & Ryan is the 
agency. 


Single Shot for Coty 


Coty, Inc., will sponsor a single 
performance of Marcelle Denya, 
French opera and concert singer, 
on Tuesday, Dec. 12. The program 
will originate from Mount Holyoke 
College and will be heard over 24 
CBS stations from 10 to 10:30 p. m. 
J. D. Tarcher & Co. is the agency. 


ABC Gets Canadian 
Advisory Committee 


H. H. Rimmer, advertising man- 
ager of Canadian General Electric 
Company, Ltd., Toronto, and direc- 
tor of the Audit Bureau of Circu- 
lations, has appointed an ABC 


John H. Woodbury, Inc., and An-|Canadian advisory committee, in 

, vie , rdz ith a_ resolution 
drew Jergens Company have re-|@ccordance wi 3 

newed their three programs on | @dopted — recent Chicago ole 

NBC. “Hollywood Playhouse,” pro- a € personnel is as fol- 

moting Woodbury cosmetics, has Advertisers: Mr. Rimmer, chair- 


been renewed over a Red network 
of 60 stations on Wednesday from 
8 to 8:30 p. m., effective Jan. 3. 


Effective Dec. 31, Walter Winchell’s 


“Jergen’s Journal” has been re- 
newed over a Blue network of 64 
stations. The program is aired from 
9 to 9:15 and is followed by the 
‘Parker Family,” another 15 min- 
ute broadcast, also renewed. The 
latter program is heard over 63 sta- 
of the same network. Lennen 
& Mitchell directs the entire ac- 
count. 
Williams Quiz Renewed 
J. B. Williams Company has re- 
newed its “True or False” series, 


effective Jan. 1. The quiz programs | 
an NBC Blue 


broadcast over 
network of 34 stations on Monday 
from 8:30 to 9 p. 
Thompson is the agency. 

Fitch Show to Carry On 


are 


Effective Jan. 7, F. W. Fitch Com- 


m. J. Walter 


man; R. Jones, General Foods, Ltd., 
Toronto; B. W. Keightly, Canadian 
Industries, Ltd., Montreal; E. F. 
Millard, Ford Motor Company of 
Canada, East Windsor, Ont.; Glen 
Bannerman, Hudson Motors of 
Canada, Tilbury, Ont.; C. S. Watson, 
Goodyear Tire & Rubber Company, 
New Toronto. 

Agencies: Howard Baker, Baker 
Advertising Agency, Toronto; H. R. 
Cockfield, Cockfield-Brown & Co., 
Montreal; J. A. MacLaren, Mac- 
Laren Advertising Agency, Toronto; 
R. C. Ronalds, Ronalds Advertising 
Agency, Montreal. 

Newspapers: P. J. Salter, Van- 
couver Sun; W. J. J. Butler, Toronto 
|Globe and Mail; R. B. Cowan, 
Toronto Daily Star; F. I. Ker, Ham- 
ilton Spectator; R. F. Parkinson, 
Ottawa Journal; A. W. Robb, Hali- 
|fax Herald & Mail; Victor Sifton, 
Winnipeg Free Press; Emile Jean, 
Three Rivers Le Nouvelliste; W. J. 
C. Sutton, Montreal Gazette; A. E. 
Whiting, Montreal Star. 

Magazines: John Foy, Consoli- 


Sell t HOTELS 


with 


THE HOTEL MONTHLY 


Mumber ABC and ABP 
‘ed by JOHN WILLY:,Inc. CHICAGO 


D 


§ t 


«WM. PENN BROADCASTING COMPANY, PHILADELPHIA 


dated Press, Toronto; Walter S. 
Hamilton, Home Publishing Com- 
pany, Winnipeg; G. V. Laughton, 
MacLean Publishing Company, To- 
ronto. 

Farm papers: P. D. Mitchell, 
Farmer’s Advocate and Home 
Magazine, London, Ont. 

Business papers: W. A. Lydiatt, 
Marketing, Toronto. 


OC . here and enjoy the 


benefits of one of Philadel- 
phia's most popular shows. 
And to reach our vast for- 
eign language markets of 
ITALIAN - JEWISH - POLISH, 
there are also programs of 
proven sales appeal. A cam- 
paign in any or all lan- 
guages will quickly convince 
you that it pays to buy our 
Tested Shows! 


PHILADELPHIA 
1000 WATTS 


FIC Adviser Sees 
Self-Imposed Curbs 
as Chief Copy Hope 


(Continued from Page 1) 
lic is demanding adherence to truth 
in advertising. These advertisers 
appear to be meeting this demand, 
he said, because they realize that it 
is good business to do so. 

Dr. Miller remarked that the vast 
majority of advertisers are desirous 
of rigid adherence to truth in adver- 
tising copy, but that they sometimes 
go beyond the bounds simply be- 
cause of incorrect medical advice or 
none at all. 

Advance rulings by the Federal 
Trade Commission would be a help 
in avoiding such instances, Dr. Mil- 
ler admitted, but such a policy could 
not be handled by the FTC along 
with its regular duties. 

Another hurdle that advertisers 
sometimes fail to cross, Dr. Miller 
added, is the matter of generalizing 
on copy claims for a product. As 
an example, he cited a manufacturer 
who knows that his product will 
relieve a certain ailment. The man- 
ufacturer may also learn that a user 
of the product who had not been 
able to sleep properly before the ail- 
ment was cured had no trouble with 
insomnia afterwards. 

The manufacturer, Dr. Miller said, 
then often makes the mistake of 
advertising that his product will 
aid all persons suffering with in- 
somnia. This is a type of fallacious 
reasoning commonly met with in 
some advertising, he remarked. 

He emphasized, however, that 
most advertisers have discovered 
that the public, as well as the FTC, 
looks with disfavor on this type of 
copy. There is increasing evidence, 
he declared, that the practice is 
being curbed. 


Public Responsive 
to Price Cuts in 
Television Sets 


(Continued from Page 1) 
weeks in an area representing 
about one-thirtieth of the popula- 
tion of the metropolitan district. 
Best estimates place the total num- 
ber of sets sold in New York City 
since television was unveiled last 
summer at less than 1,000. Observ- 
ers feel that the test proves that 
price has been a major factor in 
retarding sales. 

Program service in the New York 
area is now limited to the offering 
of the National Broadcasting Com- 
pany, but Columbia Broadcasting 
System has set Feb. 1 as its tenta- 
tive starting date for regular tele- 
casting. 

While the retail trade has not 
been assured of lower prices on 
television sets next year, most deal- 
ers feel that a reduction will be 
made. They predict increased vol- 
ume next year, although sharp 
gains are not anticipated. 


Hollister Heads KFBI 


Herbert Hollister, president and 
general manager of Station KANS 


since 1936, has been appointed 
vice-president and general man- 
ager of KFBI, Abilene, Kans., 


which will be removed to Wichita 
by the owner, Farmers & Bankers 
Life Insurance Company, early in 
1940. The appointment is effective 
Jan. 1. Mr. Hollister will retain the 
presidency of KANS. 


Hecker Shifts Riggs 


James C. Riggs, who has been 
advertising and sales promotion 
manager for the last four years of 
Hecker H-O division of Hecker 
Products Corporation, New York, 
has been appointed assistant gen- 
eral sales manager. His successor 
has not been named. 


Campaign for Cheese 
Wisconsin department of agri- 

culture has launched a newspaper 

and radio campaign in the state for 


Wisconsin cheese. The theme is 
“Give Wisconsin Natural Cheese 
This Christmas.” Arthur Towell, 


Inc., Madison, is in charge. 


Gale & Pietsch, 
Chicago Agency, 
Is Liquidated 


Chicago, Nov. 30.—Gale & Pietsch, 
Inc., 12-year-old agency, was liqui- 
dated this week. The decision was 
| reached by Richard F. Pietsch, who 
| became president of the agency fol- 
‘lowing the death of his father, 
Walter G. Pietsch, in December, 
| 1938. Albert L. Gale, executive 
| vice-president and one of the foun- 
ders, has joined the J. R. Hamilton 
Advertising Agency, Chicago. Ham- 
ilton this week issued orders for 
Oil of Salt, product of C. A. Mosso 
Laboratories, Chicago, one of the 
accounts handled by Mr. Gale. Mr. 
Gale will also continue to handle 
advertising of the Chicago Mail 
Order Company. 

Princess Pat, Ltd., cosmetic 
manufacturer, whose account was 
handled by Gale & Pietsch, an- 
nounced today that it has appointed 


a new agency, Frank R. Steel & 
Associates. Mr. Steel has been 
vice-president and radio director of 
McJunkin Advertising Company, 
Venus Foundation Garments, Inc., 
another Gale & Pietsch client, also 
said it will appoint a new agency, 
in the immediate future. 


Promotes Refund Offer 


Under the terms of a new Christ- 
mas church plan, all Ivory soap 
wrappers turned over to churches 
by consumers will be redeemed by 
Procter & Gamble Company, Cin- 
cinnati, at the rate of one-half cent 
per wrapper in quantities of 200 or 
more. The special refund offer, 
through which churches will indi- 
rectly receive contributions, is being 
promoted in newspapers and over 
the radio. 


WIP Increases Power 


A power increase from one to five 
kilowatts for Station WIP, Phila- 
delphia has been authorized by the 
Federal Communications Commis- 
sion. 


What is your 


on the subject of 


advertising agency 


QUESTION No. 1 


QUESTION No. 


QUESTION No. 


QUESTION No. 


QUESTION No. 


accomplishments? 


Here are five questions of 
interest to every advertiser. 
Do you know the answers? 


What agency has placed the largest vol- 
ume of radio network advertising since 
the beginning of broadcasting? 


Whatagency places two weekly radio pro- 
grams for one product, each of which has 
a higher current “listener rating” than 
the programsof any competitive product? 


What agency has been appointed during 
the last 24 months by 9 food and bever- 
age advertisers? 


What agency has handled 11 accounts 
from the beginning of their advertising, 
the average length of service for which 
is 17 years? 


What agency ranks first in number of 


clients for whom it places outdoor ad- 


vertising ? 


For the answers see next page 
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Hampden Sales to 
Supplement Copy 
in Newspapers 


« New York, Nov. 30.—Following 
copy testing now in progress in 
Chicago newspapers, Hampden 
Sales Association, Inc., will launch 
an increased campaign for its 
Powd’r Base in an extensive list of 
magazines. First copy in the new 
series will break in March, 1940, 


issues. 

Current newspaper insertions 
feature a series of “before and 
after” pictures of the face. By 
means of coupons, Hampden is 


measuring the relative effectiveness 
of several different appeals. Those 


proving best will be featured in 
next year’s magazine insertions. 
Hudson Advertising Company is in 
charge. 


Insertions are scheduled for the 
following magazines: Cosmopolitan, 
Cue, Glamour, Good Housekeeping, 


ae 


QUESTION No.1 


What agency has placed the largest 
volume of radio network advertising 
since the beginning of broadcasting? 


The answer is, “Lord & Thomas.” 
From 1926 through 1938, expendi- 
tures in network radio advertising 
by Lord & Thomas clients totaled 
$18,459,954. This is 19°7 more than 
the amount placed by the next 
ranking agency. 


QUESTION No. 2 


What agency places two weekly radio 
programs for one product, each of 
which has a higher current “listener 
rating’ than the programs of any 
competitive product? 


Each of the two Lucky Strike 
programs, “ Your Hit Parade” and 
“Kay Kyser’s College of Musical 
Knowledge,” currently has a 
higher rating than any other show 
produced in the interest of ciga- 
rettes. Both of these programs are 
handled by Lord & Thomas. 


QUESTION No. 3 


What agency has been appointed 
during the last 24 months by 9 food 
and beverage advertisers? 


During the past twenty-four 
months, Lord & Thomas has ac- 
quired fourteen new accounts, nine 
of which are in the field of food and 
beverages. These are: 


= California Prune Industry 

J. A. Folger & Co. (Folger’s Coffee) 
Kelling Nut Co. 

Liebmann Breweries, Inc. 

Milk Industry of San Francisco 
National Biscuit Co. 
Pabst Sales Co. 


Sprague, Warner & Co. 


cies 
Mi wact ae 


Cubs Cereal) 


Sunnyvale Packing Co. 


| Harper’s 
| Journal, 


De 


a 


Bazaar, Ladies’ Home 

Macfadden Women’s 
Group, The New Yorker, Photoplay, 
Picture Play, Screen Guide, Screen 
Romances, True Story, Vogue, 
Woman’s Home Companion, Wo- 
man’s World and You. 


WOLS Joins NBC 

Station WOLS, Florence, S. C., 
will become affiliated with the Na- 
tional Broadcasting Company Dec. 
25 and will be available as a bonus 
outlet to advertisers using Station 
WIS, Columbia, S. C. It will be 
NBC’s 18lst affiliate. 


Renault Appoints 

Jack Yarmov & Co., Jersey City, 
has been appointed to handle pub- 
lic relations for L. N. Renault & 
Sons, Egg Harbor, N. J., maker of 
pink champagne. 


Crane Releases Film 

“Behind the Scenes,” sound slide 
film in color, has been released by 
Crane Company, Chicago. Camera, 
Inc., Chicago, is the producer. 


Here are the answers. 
to the questions 


listed on / Pace a7] 


QUESTION No. 4 


What agency has handled 11 ac- 
counts from the beginning of their 
advertising, the average length of 
service for which is 17 years? 


Lord & Thomas has handled the 
advertising of the following ac- 
counts from their beginning: 


All-Year Club of Southern 
California—18 years 

American President Lines—15 years 

Calavos—13 vears : 

Cubs (National Biscuit Co.)—1 year 

Kleenex : 

Kotex— 16 vears 

Pepsodent Dentifrice—23 years 

RCA—19 years 

Sunkist— 32 years 

Sun Maid*—19 years 

Union Oil Co.— 16 years 


15 vears 


This represents average service 
per client of 17 years. 
*I-xcept 1923-28. 


QUESTION No. 5 
What agency ranks first in number 
of clients for whom it places outdoor 
advertising? 
The answer is, “Lord & Thomas.” 


This agency also ranks first in the 
volume of business placed direct 
with outdoor advertising plant 
operators. 


Three times during the current 
year the largest order issued for any 
single month for any one advertiser 
was placed by Lord & Thomas. 

In addition to this, Lord & Thomas 
placed the largest display (with one 
exception) for a combination of 
electric spectaculars, neon and 
painted bulletins for any single 
advertiser during the current year. 


To handle this volume of business, 
Lord & Thomas has one of the 
largest and most complete out- 
door advertising departments of 
any agency. 


LORD @ THOMAS CAkertising 
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Ind f Retail Activity in 80 Important 
. . . s 
Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 
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Period Period Period 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Nov. 27,1937 Nov. 26,1938 Nov. 25, 1939 1937 1938 Nov. 26,1938 Nov. 25,1939 Loss 
‘Akron, O., : 14,927,246 10,651,398 8,995,276 —39.7 —15.6 195,409 186,309 ~4.7 
Albany, N. Y 8,608,848 7,964,830 7,549,682 —12.3 —5.2 198,858 196,090 —1,4 
Altoona, Pa. 6,397,516 4,640,487 5,122,502 —19.9 +10.4 111,573 111,587 
Dee, Ge. yscrcn eens 14,826,294 14,588,924 16,321,914 +10.1 +11.9 406,728 441,196 +85 Be 
Zaltimore, Md. 21,262,272 19,896,558 20,180,525 5.1 +1.4 455,274 483,822 6.3 
Birmingham, Ala. 11,793,488 11,423,958 12,178,572 +3.3 6.6 296,758 321,272 <3 
“Boston, Mass. ... 18,791,464 17,160,442 17,772,703 —5.4 -3.6 395,058 502,256 27.1 
Bridgeport, Conn 9,306,364 8,350,492 9,019,002 —3.1 + 8.0 198,884 227,780 $ 4 
‘Buffalo, N. Y. 17,544,828 14,635,719 14,310,825 —18.4 —2.2 315,952 338,997 7 
CN, Bes Oe hae cs cess 3,818,275 3,592,141 4,006,747 + 4.9 +11.5 95,334 88,255 7.4 
Cedar Rapids, Ia. 4,786,530 4,342,996 4,504,792 om, 3.7 $9,628 96,964 ee 
Charleston, W. Va. 10,845,639 9,986,915 9,264,734 ——14.6 —7.2 241,964 185,094 2 ‘ 
Chattanooga, Tenn . 6,762,430 5,749,503 6,794,040 +17.9 18.2 144,661 172,701 +19 
“MICRO, TE. .sace 30,545,153 27,918,595 26,604,290 —12.9 —4.7 589,830 560,609 5 
Cincinnati, O. 16,285,355 14,100,082 14,322,808 —12.1 +1.6 383,805 391,758 +2) 
Cleveland, O. ....... ~ 19,874,254 16,108,900 16,305,235 —18.0 +1.2 411,893 $23,679 +29 
Columbus, O. 12,994,656 11,355,535 12,154,978 —6.5 +7.0 280,148 278,757 0 
Dallas, Tex. . 19,875,985 18,831,219 19,073,691 —4.0 +1.3 426,235 $25,127 ( 
Davenport, Ia. 9,640,470 8,710,784 8,511,962 —11.7 —2.3 168,574 212,786 2F 
on ) 14,301,070 12,081,192 12,596,488 11.9 + 4.3 260,484 278,334 t 
Denver, Colo. ......... 9,659,175 8,330,962 8,151,196 15.6 —2.2 243,917 158,952 Th 
Des Moines, Ia. 6,079,819 5,864,784 5,882,977 —3.2 + 0.3 157,190 127,553 18 
Detroit, Mich. 20,770,501 16,463,837 18,369,423 —11.6 +-11.6 402,957 410,545 +19 
8. ee errs 9,491,645 9,176,389 9,774,723 +3.0 +- 6.5 215,642 221,746 2.8 
a Mak craven es aeons 8,598,174 8,113,080 8,619,744 +0.3 + 6.2 179,326 166,236 7 
Fall River, Mass. ..... 3,190,148 2,933,838 3,129,955 as +6.7 63,784 77,286 21: 
yg a rer 8,471,764 6,626,788 7,396,682 12.7 -+-11.6 167,594 166,096 ( 
Fort Wayne, Ind. ..... 10,971,409 9,810,325 9,886,348 ——-9.9 + 0.8 219,338 238,672 8.8 y 
a Tel ear 6,677,518 5,030,044 5,472,499 —18.1 + 8.8 116,752 23,961 6.2 | j 
|Grand Rapids, Mich. .. 9,730,568 7,951,800 7,984,962 17.9 +-0.4 185,822 195,454 
Greenville, S. C. .....- me * 3 5,935,106 6,057,841 3.2 + 2.1 129,558 136,542 ; 
Te... See 15,173,960 15,139,380 15,981,002 +5.3 + 5.6 342,006 419,594 22 Je 
Indianapolis, Ind. ..... 7,298,524 14,636,260 15,443,202 10.7 + 5.5 345,030 13,184 
Jacksonville, Fla. ..... 8&,229,592 7,866,730 8,414,434 +2.2 7.0 185,724 191,044 
Jersey City, N. J. 2,178,031 1,913,762 1,939,005 11.0 1.3 34,232 32,955 i 
Kansas City, Kans. 2,492,027 2,531,774 2,482,543 0.4 2.0 53,801 57,701 Ay 
Knoxville, Tenn. 9,919,656 9,195,891 9,907,287 0.1 7.7 187,152 231,462 23.1 Wi 
Little Rock, Ark. 8,741,572 8,545,056 8,484,363 —3.0 0.7 179,774 229,180 + 27.5 ca 
Los Angeles, Cal. 23,628,118 22,681,036 —4.0 6.2 549,541 558,618 ] 
Louisville, Ky. 14,822,744 13,392,082 —9.7 4.0 266,983 313,132 17 G 
Lynn, Mass. ...... 9,097,256 7,540,010 17.1 +09 145,152 180,586 +244 
Manchester, N. H. 3,485,526 3,461,015 0.7 3.5 99.360 87,722 11,7 : 
Memphis, Tenn. 11,214,100 11,161,640 0.5 + 7.4 278,950 305,270 +9 Be 
‘Milwaukee, Wis. 16,500,290 13,258,232 19.7 3.7 337,469 294,874 +17 lit 
Minneapolis, Minn 13,500,692 12,487,929 —7.5 + 1.0 336,433 271,265 19.4 Ne 
| Moline-Rock Island ~ 8,404,079 7,629,178 9.3 apy 159,278 176,722 +11 
Nassau County, L.1., N.Y. 2,286,945 2,452,700 7.2 12.8 44,205 45,630 } 
New Bedford, Mass 3,094,672 2,867,840 7.3 +. 1.0 61,166 70,826 + 15.8 
New Haven, Conn. 8,705,010 8,388,884 3.6 1.1 197,708 191,114 —3,3 
New Orleans, La. . 18,664,937 17,404,406 17,859,545 4.3 ~2.6 451,445 454,737 +6,7 
New York, N. Y. . ~ 60,995,902 54,459,531 53,884,629 11.7 — i 1,153,757 1.160,71b 506 
Brooklyn, N. Y. 5,780,451 4,417,945 3,574,299 —38.2 —19.1 87,647 72,905 —168 
Norfolk, Va 8,889,818 8,579,424 8,682,940 2.3 +1.2 212,53 200,816 —5.d 
Oakland, Cal wa »». %,228,002 6,611,255 7,469,179 3.3 13.0 162,065 190,040 +173 
*Oklahoma City, Okla... 11,525,892 10,719,512 8,142,470 —29.4 24.1 259,700 187,418 -27.8 
Omaha, Neb. .......... 5,566,452 5,635,779 5,390,386 3.2 —4.4 112,200 132,978 +185 
Peerm, TH. sss 10,823,240 9,438,711 10,079,768 6.9 +6.8 207,183 266,949 28.8 
Philadelphia, Pa 28,066,570 24,684,030 25,385,654 ~9.6 2.8 685,926 599,113 +2.3 
Phoenix, Ariz. 6,940,444 7,130,32 6,965,840 0.4 -2.3 134,526 157.346 +- 17.0 
Pittsburgh, Pa 23,212,910 18,159,890 18,525,425 20.2 + 2.0 366,534 403,466 +101 
Portland, Ore. . ~ 11,866,528 10,824,078 11,362,665 —43 +49 213,136 212,184 — 
Reading, Pa. . 10,153,408 8,804,727 9,166,889 9.7 + 4.1 253,520 206,948 15.4 
Richmond, Va . 12,250,350 11,128,096 11,606,746 5.3 + 4.3 319,676 316,120 —1.1 
Rochester, N. Y 16,217,266 13,333,072 13,838,125 14.7 +3.8 353,124 312,807 114 
Rockford, Ill 7,653,646 7,036,190 7,244,580 ».4 4.0 25,986 159,222 + 26.4 
Sacramento, Cal — §,046,619 7,258,095 7,573,818 —5.9 4.3 184,310 176,960 —4 
San Antonio, Tex 5,949,733 5,852,898 6,644,561 11.7 +-13.5 152,892 204,134 + 33.3 
San Diego, Cal. 12,843,422 11,622,276 11,951,627 —7.0 + 2.8 242,508 278,992 15.! 
Seattle, Wash. 9,417,498 9,014,979 10,543,260 12.0 17.0 220,108 271,320 23.4 
"South Bend, Ind 8,696,512 6,510,339 4,839,261 —44.4 25.7 134,785 95,236 29.4 
*Spokane, Wash. . 154,616 6.683.404 6,003,298 16.1 10.2 147,630 118,958 
St. Louis, Mo. .. 17,953,430 16,233,320 16,487,185 —§.2 +1.6 382,725 370,655 
*St. Paul, Minn. - 11,937,133 10,240,750 9,966,048 16.5 —2.7 231,132 228,788 
Tacoma, Wash . 5,827,522 5,505,640 5,814,572 0.2 +5.6 127,358 128,352 
Tampa, Fla . 5,705,396 5,489,400 6,141,716 + 7.6 +11.9 134,106 141,778 
Toronto, Ont., Can . 12,947,772 15,861,626 14,696,738 -18.1 7.4 426,121 368,388 
i), A aa . 8,999,359 3,741,920 4,082,338 +2.1 +91 95,690 104,202 
Tulsa, Okla. ... . 9,035,702 8,327,540 8,236,418 -8.9 —1,1 180,544 173,810 
Washington, D. ¢ 34,455,259 31,890,465 31,055,899 9.9 2.6 732,665 786,529 
Youngstown, O. ....... 8,344,715 6,681,954 6,997,953 16.1 + 4.7 140,424 165,036 
BG ct tharvesavseue 963,999,593 859,974,899 874,493,330 —9 3 +1.7 20,084,906 20,724,195 
1 Akron Times-Press discontinued Aug. 28, 1938. - 
2 Linage of daily American, now combined with Record, eliminated from 1938 totals 
3’ Buffalo Times discontinued Aug. 1, 1939 
4 Chicago Herald & Examiner discontinued Aug. 28, 1939. 
5 Milwaukee News discontinued Jan. 14, 1939. 
6 Oklahoma News discontinued Feb. 24, 1939. 
7 News-Times discontinued Dec. 28, 1938 
| 8 Spokane Press discontinued March 18, 1939. 
9 St. Paul Daily News discontinued April 30, 1938 
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‘Names Paul Block 

| Syracuse Herald Journal has ap- 
pointed Paul Block & Associates, 
‘New York, as representative. 
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presentatives Available,” 
1 with order. ; ) ; nd 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


The rates for this department are as follows: 
Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
30 cents a line, minimum charge $1. Terms 


POSITIONS WANTED 


POSTTIONS WANTED 


ERTISING SPACE SALESMAN 
man, Wide acquaintance, 
iastern representation of lead- 
or position as sales- 
manager Eastern Office. 

ADVERTISING AGE, N. 


HARD-TO-HANDLE ADVERTISING- 

s promotion job wanted 
business - toughened, 
executive Now ad-manager 
field. Write 
49, ADVERTISING AGE, Chgo. 


Eexecutive-Sales 
New York City or New England 


executive with estab- 
hed record creating, organiz- 
and selling advertising, 
iles-promotion and merchan- 
ng plans for and to leading 
manufacturers. Desires oppor- 
ity with progressive concern 
wants good executive rep- 


Excellent appear- 


, ADVERTISING AGE, N. 


principles. 


clients 


national a 


71, ADVERTISING 


Joins “Resort World” 


Harold H. Gallison has resigned 
manager of Travel 
York, to join Resort 
York, in the same 


“ABLEST 


SPACE BLYER” 
Speedy. Experienced. Skill- 
Ranked by 97% of publishers rep- 
as one of the two ablest 
eting executives and space 
middle west. 
sound “investment 
Funds allocated 
buying power of mar- 
trading areas for product ad- 


correlated study 


actual and potential sales. Re- 
gSreatest coverage, more 
sales promotion investment 
appropriations 
That extra 10% 
ving department 


counsel 


Gets Grain Yeast 
Grain Yeast Company, 
Belleville, N. J., has appointed Dil- 
Livermore & 


York, to direct its account. 


buy- 
Technique 


makes 
a profit pro- 
f an expense. Have 
principal media and 
selling strength. 
of U. S. Have han- 
died foods, drugs, automotive, electri- 
industry to industry 
investment 
and proved capacity. High- 
counts and 


Have 


AGE, Chgo. 


I WANT MORE RESPONSIBILITY 
than present position promises. Busy 
now as advt. supervisor in large com- 
pany. Well seasoned in selling and 
advertising building materials with a 
good understanding of problems of 
both. Available month’s notice. 

30x 1973, ADVERTISING AGE, Chgo 


& ME! Common to all of us—an un- 
common urge to eat, sleep, live adver- 
tising ... to sell goods! I’ve had 2% 
yrs. intensive copy writing experience, 
agency & direct mail. Age, 24; un- 
married: col. grad. Can I roll up my 
sleeves for you”? 

Box 1974, ADVERTISING AGE, Chgo 
HELP WANTED 
AGENCY TREASURER 
and office manager 
Well-established Pacific Coast agency 
has opening for treasurer and office 
manager. Investment would be desir- 

able but not mandatory. Address 
Box 1970, ADVERTISING AGE, Chgo. 


Experienced young Woman secretary 
and assistant to business paper editor. 
Must have editorial experience. Give 
refs., full details. 

30x 1975, ADVERTISING AGE, Chgo. 


POST CARDS 


“FOTO-TONE” POST CARDS 
Newest, most economical method of 
displaying any product. Samples and 
prices on request. Graphik Arts, 
Hamilton, Ohio. 


MISCELLANEOUS 


CURTAILED BUDGETS 
can still afford Laurel's economical 
process for reproducing all sorts Pic- 
torial Advertising Literature, Book- 
lets, Brochures, Bulletins, Circulars, 
Catalogs, Charts, Direct-mail, Sales 
Letters, etc., etc. 

NO TYPE OR CUTS NECESSARY 

Any size can be supplied 

500 Copies (8%x11”) $2.63 
Additional Hundred Copies only 22c 

Even lower prices for larger 
quantities. 

Instructive Manual free on application. 
Laurel Process, 480 Canal St., N. ¥. C. 


'100-Year Warranty 


Durham, 


Features Copy for 
Waterman Pen 


(Continued from Page 1) 


additional copy to appear in Life 
later in the month. 

Announcement of the new prod- 
uct will occupy about 50 per cent 
of this copy, with the balance de- 
voted to other items in the line. 
Copy will point out that the pen’s 
“sweeping lines set a new high in 
modern pen styling.” It will also 
assert that the new model “makes 
even signing checks a pleasure.” 

The pen is available in solid 
colors and is priced at $8.50. A gift 


lset, including a pencil, sells for 


$12.25. Chas. Dallas Reach Com- 
pany is the agency. 


ADVERTISING AGE 


Chicago Housewives 
Tell What Magazine's 
Seals Mean to Them 


Chicago, Dec. 1.—The Federal 
Trade Commission and Good 
Housekeeping ended a compara- 
tively uneventful three and a half 
day session here this morning with 
adjournment until Dec. 11 when 
the case will be resumed in Wash- 
ington. 

More than 30 witnesses were 
called during the hearings here, a 
large number of them being house- 
wives who gave their views on the 
Good Housekeeping seals. All of 
these witnesses were called by the 
FTC. Good Housekeeping is ex- 
pected to produce its own witnesses 
at a later stage in the trial. 

Also called to the stand by the 
FTC this week were representa- 
tives of the Audit Bureau of Circu- 
lations in order that the maga- 
zine’s circulation figures might be 
read into the record, and a Chicago 
physician who discussed the copy 
claims made for several well known 
tooth paste brands. 


FTC Tells Objectives 


Although this session went un- 
marked by the fireworks which en- 
livened things in New York, it was 
distinguished by the _ frequent, 
although fruitless, plea of Isaac W. 
Digges, Hearst counsel, for a bill 
of particulars. Attorney Digges 
continued to seek in vain for this 
bill of particulars which, he said, 
would clarify the government’s 
complaint. 

An informal view of the govern- 
ment’s objectives in the case was 
given by counsel for the FTC to 
ADVERTISING AGE. The commission, 
said this attorney, has no objec- 
tion to “trade puffery,” legality of 
which was once upheld by the Su- 
preme Court of the United States. 
But when this trade glorification is 
supported by a solemn guarantee, 
he contended, it becomes a public 
menace since readers of the pub- 
lication providing the guarantee 
jattach extraordinary importance 
| to it. 
| Equally off the record, a repre- 
sentative of the defense staff pro- 
fessed satisfaction with results of 
the hearing thus far. The only 
adverse “break,” he said, was the 
Polish ham episode in New York, 
but he discounted its effect, in view 
of the fact that it was one can out 
of millions imported. 


What Is a Test? 


Most of the housewives who tes- 
tified today made good witnesses 
for the defense. They were almost 
unanimous in saying that the Good 
Housekeeping guarantee means to 
them that the product has been 
tested and found to correspond to 
the claims made in the advertising. 
The question of what constitutes a 
proper test of a product evoked one 
of the numerous flare-ups which 
marked the hearings. 

Mrs. Eleanor Brinkman, of Chi- 
cago said in response to a question 
by the Commission’s attorney that 
she thought the Good Housekeeping 
guarantee meant that the individual 
product had been tested. In reply 
to a query by the defense, however, 
she explained that she meant that 
a typical sample had been tested. 

The Commission spokesman then 
asked her what she would assume 
if a dwelling were to carry the 
approved seal of Good Housekeep- 
ing. The defense objected with the 
comment that the complaint cov- 
ered the sun, the moon and the 
stars, but no dwellings. Examiner 
Charles F. Diggs upheld the objec- 
tion. 

Representatives of the Audit Bu- 
reau of Circulations were called on 
during the week to tell of the cir- 
iculation of Good Housekeeping. 
| Linage figures were also read into 
| the record. 
| The acid test was applied to ad- 
vertising of Iodent and Ipana when 
James L. Fort, chief counsel for 


meet °F; 


FTC-Hearst Sessions Shift 
to Washington Dec. 11 


the Commission, quoted from copy 
in Good Housekeeping and asked 
Dr. Rudolf Tronfeld if the state- 
ments were true. The doctor, who 
described himself as a graduate of 
the University of Vienna, a member 
of the faculty of Loyola University, 
Chicago, and licensed to practice 
both medicine and dentistry in IIli- 
nois, replied in the negative in most 
cases. Calox and Forhan’s were 
later subjected to the same ordeal. 


‘mitted that serious harm may result 
lfrom lack of circulation in the 
gums and said that stimulation of 
|circulation is always helpful. He 
denied, however, that antiseptics 
and germicides are an aid to a 
‘healthy mouth. Later he testified 
|that germicidal agents are used in 
treatment of Vincent's disease. 


Furniture Experts Appear 


An advertisement of the Grand 
Rapids Varnish Company, Grand 
Rapids, Mich., in Furniture Manu- 
facturer, a New York trade paper, 
occupied the spotlight Tuesday 
morning. This copy depicted a 
|white spot allegedly caused by 
pouring boiling water over the fin- 
ish of a piece of furniture. The 


Dr. Tronfeld testified that he is|Commission marshalled three wit- 
acquainted with the composition of | nesses who testified that such a re- 


both Iodent and Ipana toothpaste. 
He denied, as the advertisement 
claimed, that the former will re- 
move smoke stains. As to whether 
it will “polish teeth to glistening 
beauty,” he said that it will to some 
extent if regularly used. On the 
other hand, it will not “remove 
stubborn stains,” he asserted. 


Care of the Mouth 


When Attorney Fort shifted his 
attack to Ipana, Dr. Tronfeld testi- 
fied that it has no substantial effect 
on the gums, and that the brush 
rather than the dentifrice provides 
most of the benefit derived from 
scrubbing the teeth. Ipana will not 
prevent “pink tooth brush,” the 
dental teacher said, adding that 
massage is about as effective with- 
out Ipana as with it. Neither will 
Ipana prevent pyorrhea or gingi- 
vitis, he said. 

He asserted that Ipana cannot be 
rubbed into the gums, and denied 
that it promotes healthy gums and 
“awakens lazy tissue.” Neither will 
it promote circulation, he said, nor 
“constitute a new start toward com- 
plete oral health.” Ipana and 
Iodent are about the same in chemi- 
cal composition, he continued, add- 
ing that no dentifrice can do more 
than aid in keeping the teeth clean. 
Chalk is as good as the average 
toothpaste, he said. 

On cross-examination, Dr. Tron- 
feld admitted that he had no per- 
sonal knowledge of the composition 
of any of the pastes named. He 
said that it is impossible for anyone 
to remove an extrinsic stain manu- 
ally, though brushing with an abra- 
sive substance may remove it 
gradually. He admitted that den- 
tists use toothpaste or powder in 
removing stains from patients’ teeth, 
but attributed results more to em- 
ployment of a machine than to the 
dentifrice. 

Good Circulation Helps 


The American Dental Associa- 
tion’s acceptance and later rejec- 
tion of Iodent were discussed to 
some extent, Dr. Tronfeld reporting 
that he did not know why the asso- 
ciation withdrew its seal. Answer- 
ing queries of the defense, he ad- 


;sult is unusual, even in the case of 
inferior finishes. One admitted that 
a gray spot might result. 

Arthur Zangerle, Chicago furni- 
ture manufacturer, testified that he 
recently authorized the purchase of 
“Guardsman Finish,’ the Grand 
| Rapids product, but said that it was 
| based on the potency of the Good 
Housekeeping seal, rather than any 
special merit of the lacquer. He 
reached this opinion of the value 
of the seal several years ago, he 
said, when Good Housekeeping de- 
scribed one of his products under 
the heading of “new trends.” Mr. 
Zangerle said that business imme- 
diately picked up, though the fur- 
niture was not exactly new. 


Competitor on Stand 


B. J. Dolan, a Chicago manufac- 
turer of finishes in competition with 
the Grand Rapids Varnish Com- 
pany, testified that finishes mar- 
keted by Sherwin-Williams and du 
Pont show a high degree of resist- 
ance to boiling water, alcohol and 
other attackers. He said that he 
has never heard of a white spot 
|being caused by pouring boiling 
| water over a finish. He added that 
|Guardsman finish does not differ 
|greatly from others on the market, 
j}such as the du Pont and Sherwin- 
| Williams products. 


No change in programming or 
policy. Better service to Met- 
ropolitan New York including 
its 6,982,635 foreign citizens. 


our operating aEW 
1000 Warts DAY AND NicHT WBN YORK 
The Station that Speaks Your Language 


PRINTING 
MEMBER OF ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA 


FAITHORN CORPORATION 
Ad-Setting + Engraving + Printing 
500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 17820 


Advertising Typography 


is far more than just typesetting... 
It is an art that has been developed 
by advertising designers and typog- 
raphers in the last twenty-five years 
...It is a very definite technique of 
handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 
orderly fashion that is easy to read. 
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December 4, 1939 


Nude Beauty to | 
Advertise Jantzen 


Foundation Line 


Swim Suit Maker Ap- 
plies Tested Strategy to 
New Effort 


(Picture on Page 31) 

Portland, Oreg., Nov. 30.—A new 
Jantzen girl, a further improvement 
on predecessors whose _lissom 
beauty has long stimulated demand 
for Jantzen swim suits, this week 
doffed even that scanty garb in 
anticipation of climbing into a 
Jantzen foundation garment and 
Jantzen sun clothes, new additions. 

In revealing herself in her nat- 
ural perfection of line, the Jantzen 
beauty will defy convention in two 
different ways. The latest creation 
of George Petty is being offered 
undraped to retailers marketing the 
new products, and their artists are 
having an enjoyable time in show- 
ing the stores’ prospects how trim 
the maiden appears in the new 
Jantzen garments. 


While these tests, conducted 
chiefly in the Middle West, will 
determine details of Jantzen maga- 
zine advertising, the company has 
about decided to present the new 
Petty girl innocent of any clothing 
whatever. This is in contrast with 
most foundation advertising, which 
draws the moral that the correct 
girdle will delete the rolls of super- 
fluous flesh which mar the un- 
clothed figure in all too many cases. 


Debut in Newspapers 


The Jantzen Girl has already 
made some appearances in news- 
papers sporting the new foundation 
garment. Here is how the Boston 
Store, of Milwaukee, presented her 
case: 

“Come in and deposit your figure 
worries in our new Jantzen founda- 
tion section. There’s an answer here 
to every maiden’s prayer for a good 
line—a controller for every girl or 
woman who wants to feel sleek in 
ner new clothes. 

“No longer do you have to lace 
up and hold your breath to get that 
slim-waist, flat-abdomen, round hip 
look. Jantzen does it a new way 
and perfectly. Yes, it’s the same 
Jantzen who put allure into swim- 
ming suits, and it’s the same brand 
of allure. Try it and see!” 


First national advertising of Jant- 
zen Sun Clothes will appear in the 


January issue of Harper’s Bazaar. 
The line includes women’s beach 
suits, tennis suits, piay suits, two- 
piece combinations with skirts, and 
two-piece combinations with slacks. 
The slacks combination will be mar- 
keted as “Jantee-Pantee.” 


Seek Southern Trade 


Jantzen will make its first defense 
of its swim suit championship in 
the Jan. 15 issue of Vogue, the copy 
being directed at socialites heading 
for Florida. The main body of ad- 
vertising, however, will not appear 
until spring, which will be the har- 
binger of new fabrics, new styles 
and in some cases, lower prices. A 
lustrous new velvet-like material 
named “Water-Velva,” will be one 
of the featured suits, while Petty 
has designed not only the girl, but 
another swim suit called the Sil- 
houette. Gabardine trunks, selling 
at $2.50 to $3.95, will be added to 
the men’s line for 1940 to tap the 
market which would not pay the 
past minimum of $2.95. 

A third addition to the Jantzen 
family consists of sports sweaters 
made in Norwegian design and five 
color combinations. They are being 
advertised in Ski Illustrated in a 
test campaign. Botsford, Constan- 
tine & Gardner is the agency for 
Jantzen Knitting Mills. 


A WURD TU THE WISE 


We make photo-engravings. Funny thing about our business. Years ago a 


camera or two—a few bottles of acid and assorted pieces of metal might 


have been called an engraving shop. 


But times have changed! 


Today s 


reproductive processes make more exacting demands upon the engraver. 


Years of experience and a carefully trained personnel—plus the most modern 


and up to date equipment available are necessary to achieve perfect pictorial 


expression. 


The importance of photo-engraving in your business may be 


discussed at a time most convenient to you and without obligation by calling 


Superior 7440. We are open day and night. 


WALLALE-MILLER CUMPANY 


Phote-Engrauers 


| staff of Erwin, Wasey & Co., 


G-E Plans Drive 
for New ‘Midget’ 
Photoflash Bulb 


Cleveland, Dec. 1—Those camera 
fans who insist on shooting pic- 
tures in the most unexpected places 
may not be aware of it but they 
are about to get a demonstration of 
what advertising can do in speed- 
ing up the march of science. 

The focal point in this instance 
is development of a new flash bulb, 
announced this week by General 
Electric Company. The bulb is 
so small that 20 of them can be 
carried in the ordinary coat pocket. 
Present bulbs are comparable in 
size to ordinary illuminating lamps 
and so difficult to carry in number 
that the candid fan generally finds 
himself without any at that critical 
moment. 

Present promotion plans include 
copy in seven publications catering 
to the interests of both amateur 
and _ professional photographers. 
The campaign incidentally, will ac- 
company another G-E drive for its 
full line of photo lamps in con- 
sumer and other publications. 

The business of photographs at 
night has helped sales of G-E and 
other companies in the field for the 
past several years, ever since the 
beginning of the “candid camera” 
era, and this season is expected to 
be as fruitful as those which have 
gone before. 

For the camera minded, the new 
bulb is about the size of a ping- 
pong ball. It will retail at 20 cents 
and is said to throw enough light 
for most picture requirements. 
Other features are a bayonet mount 
which facilitates changing (the bulb 
lights but once) and a_ special 
coating which protects against shat- 
tering. 

Maxon, Inc., 
agency in charge. 


Detroit, is the 


Nebraska Bankers 
Concentrate Copy 


on New Loans 


Omaha, Neb., Dec. 1.—Recent 
criticism by the Reconstruction Fi- 
nance Corporation of the loan poli- 
cies allegedly followed by some 
banks has inspired a_ statewide 
campaign under sponsorship of the 
Nebraska Bankers Association, it 
was announced here today. 

The association’s 435 member 
banks will advertise individually in 
a campaign to broaden loan activ- 
ities of the banks in opposition to 
government lending agencies. 

“Banks have the money to loan 
and need loans,’ said William 
Hughes, association secretary. “We 
believe that advertising can be suc- 
cessfully employed to obtain this 
type of business.” 

Newspapers are expected to be 
the medium used by a majority of 
the banks in the campaign. 


Sedgwick Sells 
“The Atlantic” 

Ellery Sedgwick, who resigned 
last year as editor of The Atlantic, 
has sold his controlling interest in 
the magazine to Richard E. Daniel- 
son, formerly president and edi- 
tor of The Sportsman, who has 
been elected president of the At- 
lantic Monthly Company, Boston. 
Donald B. Snyder will remain as 
publisher and treasurer and Ed- 
ward Weeks as editor. There will 
be no change in the character of 


Calls Survey Aid, 
Not Substitute 
for Brain Power 


Cincinnati, Nov. 30.—Surveys, 
even the best, can be of good as. 
sistance to the business executive. 
but they cannot do his thinking fo; 
him, W. H. Carey, advertising gj. 
rector of Fortune, told the Adver. 
tisers Club of Cincinnati here yes. 
terday. 

Outlining the technique followeg 
by Fortune in making its surveys 
Mr. Carey emphasized that public 
opinion is actually slow to change 
He remarked that it took a genera. 
tion to change the picture of busi- 
ness and public opinion nationally 

The greatest danger of surveys, 
he said, lies in their interpretation 
and in the fact that some execy- 
tives are prone to let the survey do 
a thinking job that the executive 
should perform himself. 

In discussing the Fortune sur. 
veys he said, “Our polls are taken 
by several hundred trained men 
scattered in all sections of the 
United States in personal inter- 
views with 5,000 persons so pro- 
portioned as to geography, sex and 
economic level as to give an accu- 
rate sampling of the entire popula- 
tion. It was found that 2,000 in- 
terviews are not enough, but that 
if we get 10,000 interviews the re- 
sults are no different than if we 
get 5,000. 

“To get the economic levels in 
representative proportions, our 
5,000 interviews will include 6 per 
cent of prosperous or well-to-do 
persons, 23 per cent of the upper 
middle-class, 41 per cent of the 
lower middle-class and 30 per cent 
of poor people. Negroes are listed 
separately. Our experience has 
shown this gives us a correct samp- 
ling of the whole.” 


‘Heineman Appointed 
for “Watfleburger” 

Burton Corporation, Chicago, 
sales agent for the Waffleburger, 
has appointed Ralph Heineman Ad- 
vertising Agency Chicago, to handle 
the account. 

The Waffleburger, whose _ inne! 
filament is hotter than the outer, 
is capable of producing meat waf- 
fles, in addition to the ordinary 
variety. 


Fogel Joins Haire 

Sam R. Fogel, formerly with 
Chilton Company, New York, has 
been appointed manager of the 
copy department and to take charge 
of promotion of business papers 
issued by Haire Publications, New 
York. 


Karn to Brown & Thomas 


Willard S. Karn, formerly vice- 
president of Calvert Distillers Cor- 
poration, has joined Brown & 
Thomas, New York, where he will 
specialize in field and merchandis- 
ing work. 


— . . _ _ = 


the magazine. 

The Atlantic was founded in 1857 | 
and Mr. Sedgwick was editor from 
1908 to 1938. He will continue to 
head the Atlantic Monthly Press, 
book publishing division of the 
company. 


Joins Erwin, Wasey 

Dorothy Parker, formerly associ- 
ated with J. Walter Thompson 
Company and Batten, Barton, Dur- 
stine & Osborn, has joined the copy 
Chi- 


| Cago. 


466 W. SUPERIOR ST., CHICAGU 


Addleman Advanced | 

Frank C. Addleman, on the ad- 
vertising staff, has been promoted | 
to advertising manager of the Los | 


| Angeles Daily News and Evening | 
| News. 


NEW ORLEANS 


WATTS 


The greatest selling POWER 


in the South’s greatest city: 


A COLUMBIA 
AFFILIATE 


National Representative: 
The Katz Agency, Inc. 
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REVIEW OF 
| THE WEEK 


i STRANGE INTERLUDE FOR FAMOUS BEAUTY 


at Te - YY Jantzen 


i i alate 
ip: THE FOUNDATION OF NATURAL BEAUTY 
i} 

g 0, 

per, fi 

Ad- 

dle This merely represents an interim report on Jantzen's popular anatomical survey. 
Petty's creation has just doffed her swim suit in preparation for an expanded 

ne! career as exponent of her sponsor's latest offering. (Story on Page 30.) 

ter, 


a a IT'S THE RENAISSANCE ALL OVER AGAIN 


NOW, AT LAST. THE PICTURE TREASURES OF IMT GREAT MUSKUNS AME BROUGHT WITHIN YOUR MEACHT 
100 World-Famous Paintings 
vith yours for less than 3 cents each! 
has ALL NONE BEAUTIFUL WOLUME + aePRooUCcEO wit THe Full Glouous Colores OF THE OnVOMNALS 
the tACH PCTURE INDIVIDUALLY THPPED IM. FAST TO GEmOvE (08 reaming « text sore BY Rockwell Lent 
rge s*, 
ers él 
yew 
sales es hale 
} Boergoin FREE! 
| 
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Renewed public interest in classic art inspires a record-breaking campaign by 
Wm. H. Wise & Co. (Story on Page 2.) 


CATCHER LOOKS LIKE EX-GRIDIRON STAR 


SATE AY ROME er 1878 


ee (eee ee meee “ 


— throbbing home plate scene of 60 years ago, Julius Kessler Distilling 
‘Peny recaptures the spirit of a dead era. The scene has been reproduced 
in full color for wall decoration. 


ST. NICK CARICATURED SUMMER ITEM GETS CHRISTMAS PUSH 
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Day glasses manufactured by Polaroid Company, usually identified with summer 
heat, have donned first holiday gift attire as a reminder of days to come when 
Old Sol beams more brightly. 


THEY DO EVERYTHING BUT WALK AND TALK 


 » Sa 


Tangey-Claus is the name given this nov- 
elty display unit by the Florida Citrus 
Commission to spur tangerine sales. 


LAUNCHES NEW VENTURE 


This Knox hat window display gives emphasis to the natural qualities claimed for 
Lifeply, a new process for making sculptured figures, now being marketed on 
an extensive basis. (Story on Page 1/4.) 
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BEAUTY NEEDS AN 
OIL-BALANCED SKIN 
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Betery Leonor Cleaning 
Cream 8% ona! 
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Botony Pere henen 25 %& ee 
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The Borden Company's famous advertising character “Elsie” is a real bovine 

beauty, about 300 invited guests learned at a cocktail party in New York's 

Roosevelt Hotel. Adorned in her world's fair makeup, “Elsie” showed her breed- 
ing when the order to “give” came. 


FEEL THE D 


First copy has been released in a test 

for Botany cosmetics. Botany Mills has 

heretofore devoted itself strictly to the 
fabrics field. 


GIFT SUGGESTION FOR SALESMEN WITH EYE TO THE FUTURE 


v4 


Watermans announces 


\ Me a 


| 


+ : ‘ 
‘Waterman's 
Although Waterman doesn't pretend to be able to answer the old query, “Where will we be « hundred years from now?” 


it feels pretty confident that somebody will have to borrow your fountain pen in 2040. That's the promise held out by 
the new 100-year guarantee. (Story on Page |.) 
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HESE DAYS, the fast-talking real estate agent who 
can sell a farmer land on the basis of size alone 
is worthy of a citation from Dale Carnegie. 


For any farmer who knows a haystack from a hay- 
mow realizes that, if he is to keep his mortgage sepa- 
rated from its foreclosure, his land must have fertility. 
Only if it can pay off a reasonable profit against his 
work-time and his money, is a deal even close. 


> TIME believes the parallel between the farmer and 
the advertiser is exact. Sellers of space, like acreage 
agents, are sometimes prone to paint too glowingly 
the lure of size and numbers. Yet the wary advertiser, 
like the good dirt farmer, has learned that the only 
real gauge of worth is productivity—cost per sale. 


Naturally, the advertiser with goods for sale does 
want numbers, coverage. But he also wants yield, for 
without it size is as useless as a strong man in chains. 


> Hence, a thought that is well worth pondering... 
that there may be more genuine prospects — more 
yield without waste—in the 700,000-plus readers of 
TIME than there are in acres and acres of readers 
snatched at random. Just as the largest strong box 
does not always contain the biggest treasure. 


True, TIME’s audience may not bulk with the larg- 
est among written and spoken media. But measured 
against the tape measures of richness of fertility, and 
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of Marginal Money-—-TIME’s readership is unmatched 
by any other audience-for-advertising of anything 


like its size. 


p> What is Marginal Money? If you are an adver- 
tiser, it is the only money worth considering. Marginal 
Money is the difference between what a family earns 
and what it must spend to live. It is surplus. It is vel- 
vet. It is the wellspring of prosperity. 


Because TIME readers have Marginal Money, be- 
cause their standard of living is the American stand- 
ard at its best, they can buy better things. They have 
choice in their spending. Their homes, and their of- 
fices, are better equipped and better stocked. 


p> And, also because of Marginal Money, TIME read- 
ers buy more and use more of everything, through the 
entire alphabet of consumer goods—from apricots to 
zwieback. 

That is why you'll see more dresses and suits fight- 
ing for space in TIME-family closets, more shoes treed 
up, more socks and stockings in their bureaus. 


That is also why TIME families don’t have to keep 
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“How many bushels an acre, stranger? 
—That’s all | want to know” 


razor blades on duty when they should be retired to 
pencil sharpening, reverse the collars on family shirts, 
take hitches in worn-out garters, or make an out-dated 
hat “do” for one more season. 


p And because TIME families are alert, intelligent, 
they are curious about new things and new ideas. 
They move about more. Their car speedometers tick 


off more mileage. Their luggage has the look of travel. 
And what they do, others do—for TIME families break 
the trails. This is why TIME has so much advertising 
more pages than any general magazine in the U. S. 
except the Saturday Evening Post. 


Today, of all times, is the day of the newsmaga- 
zine. TIME, always important to its readers, is now 
more important than ever before. TIME’s influence, 
TIME’s conversation-value, and TIME’s traffic per page, 
are the greatest in its history. 


For Greater Profits — 
Sell your Best Products First! 
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